BOOT ann SHOE 
RECORDER 


with which is combined 


THE SHOE RETAILER 
CHESTNUT AND 56TH STS., PHILADELPHIA, PA. 


Sales Office - 
AUGUST 15, 1936 = 239 WEST 39TH STREET NEW YORK, N. Y. 


VOLUME 108 NUMBER 24 





, id IN THIS ISSUE 


EVERIT B. TERHUNE, President Voice of the Trade 


Vice-Presidents r 
ARTHUR D. ANDERSON College Quiz for Fall 


H. WALTER SCOTT 
BERNARD C. BOWEN 
LAWRENCE F. DUTTON 
HUGH M. BOWEN 
SAMUEL G. KRIVIT 


Olympic Victories Feet First 
Selling More Shoes in September 
First Shoe Display Clinic 

The Editor's Outlook 


EDITORIAL STAFF A Tip on Tipping Heels 
ARTHUR D. ANDERSON, Editor 
RAYMOND L. FITZGERALD, Managing Editor 


yey dink teak sag accel First Fall Shoe Ads Appear 


HARRY R. TERHUNE, Field Edit 
201 Cesninh Dried; West hes Aneilon, Call New Features for Style Conference 


RUTH HARRINGTON, Fashion Editor 
JOHN J. REILLY, Art Editor 
HERBERT B. GOODRIDGE, Make-Up Editor Shoe News 


An Opinion on the Robinson-Patman Law........ 


No Alarm in Tanning Industry 


Copyright 1936 by Chilton Company (Incorporated) 


Owned and Published by 


© 


CHILTON COMPANY ADVERTISING STAFF 


Incorporated R.,,  L. F. DUTTON, E. P. LINGHAM, GOR- 
Ueowpersied) SSM Deee, Bio eR Ia Bee‘ pgPSEBOY: REeRick “AY RUS 


Executive Offices : Fane York, N. Y. Felephone: Pennsyl- SELL, 140 Federal St., Boston, Mass. 
Chestnut and 56th Streets, Philadelphia, Pa. vania eT 100. Telephone: Liberty 4460. 


C. A. MUSSELMAN, President B. C. BOWEN, PHILLIPS G, TERHUNE, 


FRITZ J. FRANK, Executive Vice-President State itt, sChlceges lll Yelaphons: 


Vice-Presidents pape a H. WALTER SCOTT, Chestnut & 56th 
estnu 
FREDERIC C. STEVENS HUGH M. BOWEN, 1627 Locust St., S¢t. Sts., he elphia, Pa. Telephone: 
JOSEPH 8. HILDRETH Louis, Mo. Telephone: Garfield 3347, Sherwood 142 





GEORGE H. GRIFFITHS 
EVERIT B. TERHUNE 
ERNEST C. HASTINGS Member, Audit Bureau of Circulations: Member, Associated Business Papers 


WILLIAM A. BARBER, Treasurer Published every Saturday. ‘Subscription Frice: United States and Possessions, Mexico, Cuba, $3.00. 
JOHN BLAIR MOFFETT, Secretary Canada, $2.60 extra; Foreign, $10.00 a year. Single copy 25 cents. 











BOOT AND SHOE RECORDER, August 15, 1936 





WINTHROP SHOES 


Double Last Year’s Shipments! 

























Winthrop has shipped more than twice 
as many shoes this year as during the 
same period last year. This indicates 
that more and more dealers are finding 
the Winthrop proposition profitable. 


The Winthrop representative in your ter- 
ritory will welcome the opportunity of 
going over the line with you in detail. 


Write for appointment. 





GRANT LAST 
Perma-flex construction 
Bench Cut — 






64740 — Black Viking Calf. . $4.55 
74740 — Thrush Viking Calf . $4.55 
Leather Heel 



















WINDOW 
DISPLAY 
This unique window dis- 
play is available to dealers 
featuring Winthrop Shoes. 
Itis adefinite, tangiblesales 
help that brings results. 



















Winthrop’s In-Stock catalog is 
now - Copy upon request. 


“Terms—5% 30 days” 


“WINTHROP SHOE Co. 


DIVISION of INTERNATIONAL SHOE CO. 
1509 WASHINGTON AVE. 


$v. LOUIS, MO. 







DOWNS LAST 






88060— Brown Reverse 
Monk Calf and Brown 
Crocodile Calf . . . . $3.90 
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VOICE of the TRADE 


Te) important are accessories, 
with handbags dominating, that 
the National Fashion Accessories 
shoe convention held at the New 
Yorker this last week booked a big 
business for September and Octo- 
ber delivery. The handbag divi- 
sion has discovered that it can hold 
off production until it has received 
verification of shoe color trends as 
recorded by actual shoe orders and 
shipments. For that reason the 





handbag business is dominated by 
the color trend in shoes. Nearly 80 
per cent of the orders placed were 
for black handbags, with very sim- 
ple and purposeful trimmings. No 
gingerbread and fancy combina- 
tions were seen in the lines. Good 
taste dominated. Soft black suedes 
and doeskins trimmed with grained 
leathers and patent seemed to lead 
the field for the Fall and Winter 
bag business. 

The amazing growth of the 
handbag industry has been one of 
the marvels of the past five years. 
Bags to harmonize with shoes rep- 
resent the selections of the quality 
in the higher-price field. Shoe 
stores are considered the “top mar- 
ket” for quality handbags for there 
is an association of ideas between 


good shoes and good bags. The 
cheap bag market as such is a fast- 
moving field of sales and it has de- 
scended into the variety store field. 
Quality in leather reveals itself so 
quickly in handbags. There is a 
promise of a better market at bet- 
ter prices for bags in good taste 
and in good design. 

Some wine shades and green 
have a play this Fall. The market 
seems dominated with black and 
the use of monogram initials, jewel 
clasps, etc., have a play for bril- 
liance. Alligator and fancy grains 
are expected in the second run. 

The leather industry plays 
“across the board” of the show, 
for it seems that in handbags noth- 
ing takes the place of leather. 


* * * 


FOOT freedom in sandals may 
have significant consequences in 
the scheme of widths in footwear 
this Fall and Winter. People, 
young and old, who have been 
leading an outdoor life during the 
Summer months may find their 





old shoes uneesrable because of 
the growth and development of 
muscles and size of feet. Then, too, 


Page |! 


there may be a disinclination to go 
back into tight, narrow fittings. 
The majority of sandals are one 
or two widths—mostly wide and 
as a result this has been a season 
of foot freedom. The Fall and Win- 
ter size problem is one worth 
watching. 

* * * 
THE little bow at the back of 
the sweat-band in a hat, useless 
today, once had a purpose. A 
shoemaker tells us: 

“I suppose you never heard tell 
that hats once were laced onto the 
head like shoes onto the feet. We 
didn’t until the haberdasher told 
me so the other day. It seems 
that when workmanship was crude 





they couldn’t make a hat to fit 
a man’s head any more than they 
could make a pair of shoes to fit 
a man’s feet. So they made the 
hats large. A customer put on a 
big one and to stop it from com- 
ing down over his ears he pulled . 
the draw string and fastened it off 
with a bow knot. It was all very 
like lacing up shoes to make them 
fit around the ankle and fastening 
off the laces with a bow knot. 

“In the passing of years, the 
hatters became able to make hats 











that would fit to men’s heads ex- 
actly, and so the lace was left off 
the hat. But the bow knot remains, 
and the band also. Likewise, we 
shoemakers have learned to make 
shoes to fit feet without being tied 
on, like this new pump.” 


& a” 4 


SHOES were first to start the 
boom in London for American 
shops. Now comes Selfridge—one 
of England’s large department 
stores—with a plan to open up a 
complete American apparel shop 
in the Fall. American merchan- 
dise has captured the imagination 
of England at the moment -because 
of its smartness of line. It has been 
very stimulating to trade and indi- 
cates the spreading of merchan- 
dise-alertness the world over. 
* ¥ * 


THE first complaint charging vio- 
lation of the Robinson-Patman law 
was filed Aug. 4 by Joseph H. 
Dryer, president of the National 
Council of Traveling Salesmen’s 
Association of America. The com- 
plaint charges “three millinery con- 
cerns with making a practice of 
paying or granting an allowance to 
certain customers by promising to 
pay or by paying to representa- 
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tives of those customers a broker- 
age or commission fee, although 
those representatives perform no 
service for and are not under the 
control of the seller in any case.” 
The association maintains this is 
a violation of Section 3 of the 
Robinson-Patman. act (see Boot 
AND SHOE Recorper, Aug. 8 issue) 
and the charges constitute an un- 
fair discrimination against certain 
competitors of the purchasers. 


x * * 


‘*THIS is really the first season 
that the California shoe merchants 
have ordered fall shoes in substan- 
tial lots for early delivery and the 
results have been marvelous,” said 
George R. Rule, who represents 
the Carmo Shoe Co., in that ter- 
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FASHION 


Montagne: It is the rule of rules 
and the general law of all laws, that 
every person should observe the fa- 
shions of the place where he is. 

Chaplin: Fashion is the science of 
appearance, and it inspires one with 
the desire to seem rather than to be. 

Thoreau: Every generation laughs 
at the old fashions, but follows re- 
ligiously the new. 

Chamfort: Change of fashions is 
the tax which industry imposes on 
the vanity of the rich. 

Pascal: Fashion is a Tyrant from 
which nothing frees us. We must 
suit ourselves to its fantastic tastes. 
But being compelled to live under 
its foolish laws the wise man is never 
the first to follow, nor the last to 
keep them. 

Macauley: Those who seem to 
lead the public taste, are, in general, 
merely outrunning it in the direction 
it is spontaneously pursuing. 

Lowell: Fashion must be forever 
new or she becomes insipid. 

And | say: Fashion is as vaporous 
as a cloud, as fundamental as nature, 
as speculative as a gambler's wheel, 
as powerful as any of Nature's laws, 
as fickle as a woman, as essential as 
life itself. 


Secs 6 Toe 


President 





ritory. “These new shoes,” he says 
“in no wise killed the sale of the 
white and summer goods. 

“Tt also means that the merchants 
who put in their orders for fall 
shoes early are now in the market 
buying for their second fall run, 
or for October and November sell- 
ing. This is because merchants 
have found their customers inter- 
ested in new shoes and by their 
purchasing they have indicated 
their preferences for late fall. Prac- 
tical buyers in our price field are 
putting considerable dependence 
on brown, blue, green and black 





alligator calf in step-in pumps, 
three eyelet oxfords and wide 
straps for their extra pair business 
during late fall.” 


* * * 


T.0.’s do not bother me, but 
L.0.’s do. What is L.O.? why left 
overs, of course,” remarked Charles 
Kushins of Oakland, the recently- 
elected president of the California 
Shoe Retailers Association. “Right 
in this store we have a line of 
men’s shoes which we have had 
since we started in business 
(Hanan’s). There has never been 
a price cut on these shoes and we 
have never changed the style. 
While the T.0. may seem high to 
some, the L.O. is absolutely zero. 
To carry these shoes at all suc- 
cessfully, we must have all sizes 
from the smallest to the largest 
and from the narrowest to the 
widest. This cuts down the turn- 
over, but it increases the net profit 
and customer-making possibilities. 


ALL -ALL WIDTHS 





These shoes are always creating 
new customers in sufficient num- 
bers to greatly offset those who die 
or move out of our territory. I 
never would be able to keep a job 
as shoe buyer in a department store 
on account of the way I operate 
with sizes and styles on staples 
on the shelves at all times, yet 
this store has shown a consistent 
net profit regularly. One great ad- 
vantage we independent shoe men 
have is that we can buy needed 
shoes just as they are wanted by 
the salesforce. 
* * * 


BOHN J. HOLDEN, who covers 
New England for the Selby Shoe 
Company, writes: 

“I have just finished the Au- 
gust 1 issue of Boot AND SHOE 
REcorDER from cover to cover. 
There should be a law compelling 
every shoe man in the country to 
read it.” 

Thanks, John. Most of them 
do because it is interesting and 






BOOT AND SHOE: RECORDER, August 15, 


they are interested in interesting 
things. 

* * * 
S6EBE a ‘Go-Giver’ not a ‘Go- 
Getter,’ ” advises George King of 
Salem, Ore. “One main trouble in 
the shoe industry is that there are 
not enough Go-Givers and too 
many Go-Getters. We give our 
patrons the best we have in every 
sense of the word. And this has 
paid us rich returns. 


“When I left Chicago seventeen 
years ago, I had just $20.00 and a 
sick wife. Now we have as nice a 
business as one will find in any 
state. My partner and I believe 
our gains and whatever success we 
may have attained, are attributable 
to the policy of Go-Giving. We 
know this has paid our bills and 
made it possible for us to open the 
other branch stores of this firm in 
Salem, Eugene, Klamath Falls, 
Pendleton—with more branches to 
come. In addition to practicing this 
principle ourselves, we have in- 
stilled this thought in every one in 
our organization—‘You only get 
from giving.’ ” 

* * 
CHARLES N. NISSEN of Nis- 
sen’s, Port Clinton, Ohio, says: 

“In response to your article on 
the pledge of service for fitting 
children’s feet, we cast our vote 
in favor of ‘discourage’ rather than 
‘prohibit.’. We did not send for a 
copy of the pledge as we hesitated 
to sign it as it is. We would feel 
bound by our signature and real- 
ize that there might be occasions 
when it would be impossible to 
live up to the letter. However, we 
believe that a great deal of mis- 
sionary work can be done if stores 
endeavor to ‘discourage’ the bad 
practice of selling children’s shoes 
over the counter.” 

* * * 


MILDEW on leather is caused by 
keeping it in a dark, warm, damp 
place. While in all probability it 
does not reduce the serviceability 
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of the leather to any great extent, 
it does discolor it. Wash it off with 
warm water and soap, or wipe it 
off with a damp cloth. Be sure the 
shoes are dried carefully. 


* * * 


TOM FUQUA, advertising depart- 
ment of the Belle Meade Shoe 
Company, says: 

“Do you mind if I put in a 
word on the boiling controversy 
over the use of ‘discourage’ or 
‘prohibit’ on the children’s shoe 
poster ? 

“I feel that ‘discourage’ is too 
weak a word. The poster is a 
pledge; ‘pledge’ connotes adher- 
ence to an ideal, and the ideal is 
to sell no shoes without fitting 
service. 

“Now, followers of the pledge 


are idealists; idealists cannot put 


up with words like ‘discourage’-— 
their word should be ‘prohibit,’ 
absolutely, without compromise, to 
the goal. line, ultima thule, and 


Q.E.D.” 

* * * 
DAVID COWEN of the Flagler 
Shoe Co., Inc., Tampa, Florida, 
says: 

“This has been a tremendous 
season on white shoes, and as in 
the past, a great number of white 
shoe polishes have been sold. 

“We have never seen a season 
before where so many unsatisfac- 
tory polishes have been sold. 


“It seems that the polish manu- 
facturers, in their attempt to out- 
do each other, and to obtain new 
talking and selling points, have 
resorted to drastic changes in their 
formulas, which changes have been 
very detrimental to the leather. 
A large number of polishes now 
contain quite a percentage of ad- 
hesive, which helps keep the polish 
from rubbing off. It also helps de- 
cisively in hardening and cracking 
leather. 

“We have’ seen a number of 
white shoes, both in smooth finish 
and nappy leathers, which were 
ruined by a very short usage of 
polish. This applies to the finer 
grades as well as to the popular 
price ones. 

“We would like very much to 
see you use your influence in 
persuading the polish manufactur- 
ers to consider the effect of their 
polishes on leather, and to mend 
their ways accordingly. The mere 
statement that ‘It will not rub off’ 
is far from sufficient. 

“Let’s go after them now so 
that in 1937 perhaps we will get 
good polishes. 

“You can readily understand 
that if a polish is purchased at 
a store other than that in which 
the shoe was bought, and the shoe 
begins to crack, then the shoe, the 
retailer and the manufacturer are 
all called on to share the blame 
by the purchasers.” 


Clerk:—"I couldn't stop her! She said she had to see how they would really look 
at the beach.” 














The campus uniform of sweater and 

skirt looks newest when the skirt (or 

sweater) is black. It’s the newest note 

in sports wear .-- this use of black 
accents. 


COLLEGE QUIZ FOR 


Q.—How many shoes does college gitl need to 
start her off 0” the right feet? 

A.—Four at least, not 
bedroom slippers evening 
che needs 8 spring heel sports 
other very active activities. Second, she needs a campus 
shoe for every-day classroom wear. Third, she wants 
" g pretty snappy spectator shoe for football invitations. 


i ut not forgetting 
oshes. . First, 
js and 


Check Your Answers Against 
Ours on These Questions of 
What Shoes to Sell the. Cel- 


lege Girl and Why 


by 
RUTH HARRINGTON 


And, fourth, she 
days, faculty teas and Ww 
For the first two types 








The trick oxford with “wedding 

ring” eyelets is the type of ex- 

treme shoe that appeals to the 
college age. 


Q.—What’s new about the low-heeled active sports 
shoe? 
A.—Nothing. It’s the classic that shouldn’t change 
—a white spring heel oxford, usually with a black or A typical dressy coat 
brown saddle. The girls at most schools and colleges for the week-end leave 
‘ that plays a major part 
start off the Fall with Summer sports clothes and con- in the college girl’s 
tinue to wear these Summer-type shoes through the year. 
Winter, often even to classes. There is no change in 
this typically collegiate idea. But don’t assume that 
she already has this shoe. Keep these campus classics 
[TURN TO PAGE 42, PLEASE] 





Pumps are favorites, 
too ...the belted 
throat line gives that 
raised at the instep 
look that marks the 


EARLY FALL... 3 


A four-piece tweed suit is 

standard equipment for 

such important occasions 
as football games. 


(Photographs of costumes 
by courtesy of the Spe- 
cialty Stores.) 


Thoroughly of this 

season is this high-in- 

front and low-at-the- 

side shoe in suede with 

The extremely high all-leather heel 

(shown below to the left) is a welcome 

change from campus shoes and is par- 

ticularly well balanced in this spectator 
pump. 


The boot (shown below) steps up and 

out for stadium wear, where its ankle- 

warming practicality is even more im- 
portant than its novelty. 
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OLYMPIC VICTORS 







Fature progress in record breaking 
may depend upon footwear efficiency 


and co-operation of shoe men. 


Ralph Metcalfe, Marquette Col- 
ge, Olympic Sprint Star. 







Ralph Metcalfe’s feet in old school shoe— 
. Note ition of second and fourth toes. 


1 
2. Note Minding of toes. 3. Compare with 
picture at left. 


THE Olympics in Berlin sent thrills the world over 
for modern youth has raced not only to Olympic 
records, but new world records and the end is not yet 
in sight. But there must be an ultimate beyond which 
human beings can go, but it too is not yet in sight. 
The Daily News of New York said: 
than “ihe Not: “Rabpn aeteali's ect tn enemies sae 
semeer td earshot, Note poalten, of ee a. 
foes. 3. Compare with pleture above.” days bears out anew the feeling that, in many ways, 
the colored race produces our best athletes. 
a | ~ “Considering the small number of colored youths 
who go to college, the percentage which makes teams 
and breaks records certainly is a large one. Take 
Owens, for example. On Monday, he won the 100- 
meter sprint in 0:10.3 tying his own world record. 
On Tuesday, he set an Olympic record by winning the 
running broad jump 26 feet, 5 and 21/64 inches. Yes- 
terday, he won’ the 200-meter race in 20.7 seconds, 
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FEET FIRST 


setting a new Olympic and world record. This made 
him the equal of Paavo Nurmi, the great Finn, another 
three-timer, and perhaps superior, when you add to 
this the fact that Owens held four world’s records in 
track events before the Olympics.” 

Ralph Metcalfe, Marquette’s colored runner, came 
in second in the Olympic 100-meter race and previ- 
ously setting a world record for a hundred yard dash 
—9.5. 

Footwear played a part in these great races. We 
have no definite information as to whether or no Jesse 
Owens received the benefit of special footwear study, 
but we do know that in all probability, the same re- 
search made on Ralph Metcalfe’s feet were available to 
trainers of Jesse Owens. Stephen J. Brouwer of Mil- 
waukee became very much interested in the foot effici- 
ency of Ralph Metcalfe when he was a freshman at 
Marquette, Milwaukee. He had X-rays made of the 
ordinary school shoes worn by Ralph Metcalfe and 
corrected the type of everyday footwear worn to 
gives better position to the spread of the toes. 

Continuing his studies, he examined the ordinary 
shoes and noted the position of the spikes on the sole 
in relation to the bones of the feet. It is not to be 
expected that a sprinting shoe, which must be worn 
snug as a sock, would have any extra room anywhere 
in the forepart so fundamentally, although the shape 
may be altered and improved, the basic restriction of 


the toes must continue. 

X-rays revealed that spikes of the ordinary sprint- 
ing shoe had been placed on the running shoes without 
relationship to the points of maximum foot pressure. 
So, after considerable study, the position of the spikes 











Ralph Metcalfe’s feet in ordinary sprinting 
shoes—1. Note position of toes. 2. Note posi- 
tion of spikes in relation to bones of feet. 
3. Note binding of toes. 4. Compare with pic- 
ture at right. 





















Jesse Owens, Ohio State College, 
Thrice Olympic Victor 


in relation to the bones of the feet were so placed as 
to give both cushion and traction to the running foot. 

There is no question but that future study will be 
made to get the utmost efficiency out of running shoe 
and spike placement and this indeed is a step in the 
right direction and can be credited to a shoe man’s 
interest in the use of footwear in all activities. A later 
study made by a Harvard anatomist revealed that Jesse 
Owens had the finest coordination of muscles of any 
athlete ever examined by a Harvard expert. His run- 
ning and jumping efficiency was the result of body 
poise and perfect balance, and a rhythm in motion that 
overcame the effect of the downpull of gravity better 
than any human being he had ever examined. 


Ralph Metcalfe’s feet in Research 
Study sprinting shoe—1. Note position 
of toes. Note position of spikes in 
relation to bones of feet. 3. Note 
spreading of toes. 4. Compare with 
picture at left. 



































SELLING MORE 
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A poster in Fall tans, browns 
and orange against a neutral 
tan background. Pictures of 
people at play — preferably 
local scenes. Cards with shoes 
tell the choice of various local 
sports and social leaders. 














THE lead-off for September is “Sport Shoes for Your 
Labor Day Holiday,” showing both stand-bys and new 
styles for active and spectator sports. The International 
Walker Cup matches, Clemton, New Jersey, September 
2nd and 3rd, together with local sports events, give a 
good promotional tie-up. Why not have local sports 
leaders, both men and women, tell you which of your 
shoes they like best for active and spectator wear? 
This, with photographs of people at play, enlarged, if 
possible, for the windows, will make an attention- 
getting promotion. Caption “Which Shoes Do You 
Prefer”—then use text and pictures to show who choose 
which among the sports people. 

Hit hard on school shoes. About 11 per cent of your 
yearly sales of children’s shoes should come in Sep- 
tember. The strongest selling theme is “Back to School 


in Shoes that FIT.” “Be sure your shoes are long 
enough.” 

In a survey at Pasadena, California, 72 per cent of 
the boys and 62 per cent of the girls examined were 
found to wear good types of shoes. But 80 per cent of 
the boys and 82 per cent of the girls wore shoes too 
short, and the shortness ranged from 1, 2 to 3 sizes. 
With this as your point of special attention, you can 
build up the story of posture and fit generally, em- 
phasizing the growth of feet during Summer months 
that makes a careful check-up of school shoes necessary. 

Fall brides should be remembered. Try to arrange 
a personal letter to go to each bride-to-be whom you 
know or hear about. You can do the same with school 
teachers, and other specialized groups. A folder or 
booklet illustrating your new shoe styles can be en- 
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= FALLS AFOOT = 








Active and spectator sports shoes 
can be shown against a background 
setting of rustic sign post and grain 
and vegetables—a corn shuck with 
a pumpkin, etc. 
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SHOES IN SEPTEMBER 


closed. Let your letter refer to the various styles or 
types of shoes in the booklet that might interest the 
group to which it is directed. Loose leaf pages can be 
stapled in a cover, if preferred. 

Style coordination should be the promotion theme of 
your fashion shoes in September. If you carry acces- 
stories, the idea will be that much more important. But 
whether you do or not, be sure to stress “Correct Shoes 
to Wear with Fall Costumes and Colors.” To do a 
thorough job of this promotion, check up with apparel 
shops catering to your customer groups, and then use 
cards (with samples showing fabrics and colors if pos- 

[TURN TO PAGE 43, PLEASE] 


A blackboard with a boy and 
girl at either end. Shoes on 
the steps. 


The Important 
Thing Is Start 
Season Early 
and Not Dribbie 
Into It. 


by B. S. ANDRUSS 











A “grandstand”, with some details 

to remind people of the local foot- 

ball field, built of compo board and 

lumber, with school pennants, 

makes a good setting for spectator 
sports shoes. 
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Polly Pettit, director, New York 


» who will conduct 


clinic. 
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SHOE DISPLAY 
CLINIC 


Will Be Held September 
16-17 at Rockefeller 
Center, New York City 


IT’S good news for the trade to learn that Polly Pettit, 
internationally known authority on modern display, is 
to conduct a shoe display clinic. It will be held Sept. 
16 and 17, at the New York School of Display, in the 
R.C.A. Building, Rockefeller Center, 1250 Sixth 
Avenue, New York City. Mrs. Pettit is director of the 
school. She is a foremost exponent of the use of de- 
sign in display, especially when a great many articles 
of merchandise are to be displayed, such as in a shoe 
window. ; 

During the nine years that she was display manager 
of Black, Starr & Frost-Gorham, fine old jewelry firm 
in New York, Mrs. Pettit developed the scientific prin- 
ciples of display which she is now teaching her students 
in a practical training course which has received the 
commendation of practically every display manager in 
New York City. 

Recently Mrs. Pettit was called in as a special dis- 
play consultant by a large shoe organization. In 1933, 
she was in charge of windows for Frank Brothers. 

In the shoe display clinic, Mrs. Pettit will take up 
the following points: 

Use of design in shoe display 

How to employ color to bring out the best qualities 
in shoes and related merchandise, pitfalls to avoid in 
the use of color, seasonal colors, meanings of colors 

Plain versus “busy” backgrounds 

Merchandising, seasonal, and decorative displays 

Lighting in shoe display 

Animation in display 

Sources of ideas for attractive shoe displays 

Display materials, kinds, uses, sources, costs 

Methods of displaying handbags and hosiery in con- 
junction with shoes 

How to make interior displays increase the average 
amount of sale per customer. 

The necessity for a shoe display clinic has long been 
felt in the trade. For years shoe merchants have real- 
ized the necessity for training their salesmen and for 
improving their advertising, but display has lagged far 
behind. Yet it can be fairly said that a store owner 
nays 25 per cent of his rent for his window space— 
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Mrs, Pettit analyzes a display of merchandise 
designed and executed by one of the students 
in the practical training course. 


why not give this valuable space the attention it de- 
serves? Nor, with certain noteworthy exceptions, can 
it be said that shoe windows have the selling power in 
them which is found in windows in many other lines. 
The merchant who makes money is the one who realizes 
that there’s always something he can learn, always 
something new. 

It is hoped that the shoe display clinic will be well- 
attended, and that Mrs. Pettit will make it an annual 
or semi-annual affair. Certainly every shoe man who 
has ever wished that more people would come into his 
store will want to take advantage of this opportunity to 
learn the most modern methods of shoe display. 

“Buying and selling,” says Mrs. Pettit, “make the 
world go round—they are the very structure of com- 
merce. And window display is one of the primary 
forces in selling. Indeed, window display is so funda- 
mental a part of selling and store keeping that the aver- 
age merchant is apt to take it for granted. Yet upon 
how well he shows his goods, largely depends the repu- 
tation of his shop and the number of his sales. ‘How 
well,’ in turn, depends upon a thorough knowledge of 
display principles and passerby psychology. It was 
very interesting, when I organized my school courses, 
to formulate. in words the rules I had been applying for 
years more or less unconsciously in my work. 

“The first rule—and very fundamental it is—is to 
know your product. It is foolhardy to try to display 
a.product with which you are unfamiliar. One arrives 
at the needed knowledge through a systematic analysis. 

[TURN TO PAGE 45, PLEASE] 


Do You Know How? . 


To put your imagination to work in the crea- 
tion of original window displays? To make your 
ideas practical? 


To do inspirational thinking about a product 
in such a way that you know exactly how to 
utilize the history of its development, methods 
of manufacture, uses with other products, and 
other selling points in the production of effective 
window display? 


To make a window display effective by under- 
standing the public’s needs and wants? By 
knowing people’s habits and hobbies? By sym- 
pathizing with their joys and sorrows? By 
reflecting their memories of childhood and 
happy occasions? 


To make the most effective usc of flood 
lights and spot lights? To select the proper 
type of reflectors? 


To write display copy? 
To use window properties and backgrounds? 


Do you know what materials and colors are 
most suitable for backgrounds and “elevations”? 


Do you know when a display is properly 
balanced? When it is harmonious? 


Do you understand the rules of composition 
as applied to the actual réndering of successful 
window displays? 


Do you know when moving devices in win- 
dows are good, and when they are bad? 


Do you know how much you should pay to 
have window cards lettered? Do you know 
when air brushing is effective? When you should 
use parchment? 


Do you know sources of supply for back- 
grounds and floor pads? For window screens 
and elevations? For artificial flowers? 


Do you know how to make an effective pres- 
entation in applying for a display position? 
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JOLTED OUT 


SHOE men are extremely progressive in the technique 
of manufacturing and merchandising but ethically they 
are in a rut. The trading instinct has been developed 
to.such a point that goods are not bought on their 
intrinsic value but because there are extra inducements, 
extra concessions and extra interests to be had. . 

The ability to get these “extras” oftentimes deter- 
‘mines the value of the buyer. When a buyer, in a 
large city, is able to get $10,000 advertising appro- 
priation on a purchase of but $6,000 worth of shoes, 
the buyer is declared a miracle man for having gone 
the’ full-limit in the sale of his store’s prestige build- 
up’ The consideration in this case was that $10,000 
invested in anonymous advertising would make such 
a market for the shoes that the original order was only 
the beginning. But the facts in the case proved other- 
wise because “only the beginning” meant only the 
beginning of the bondage of expense to bolster up a 
demand for shoes that had no place in the store from 
the very beginning. The line was purchased only be- 
cause of the concessions. 

Now all that is finished, for if the Robinson-Patman 
law means anything, it means that: “It shall be unlaw- 
ful for any pere~n engaged in commerce . . . either 
directly or indirectly, to discriminate in price be- 
tween different purchasers of commodities of like grade 
and quality . . . for use, consumption, or resale 
within the United States . . . where the effect of such 
discrimination may be to . . . lessen competition 

. create a monopoly . . . or to injure, destroy, 
or prevent competition with any person who either 
grants or knowingly receives the benefit of such dis- 
crimination, or with customers of either of them. . . . 
That it shall be unlawful for any person . . . know- 
ingly to induce or receive a discrimination in price 

. prohibited by this section.” 

The general philosophy of this law is that each 
seller should treat all comparative buyers alike on 
prices, on discounts and allowances granted, on ser- 
vices and facilities offered. 

The important thing to remember in this new busi- 
ness law of the nation is that the seller and the buyer 
are both liable to penalty and in Section 3, that penalty 
can be both fine and imprisonment. Furthermore, the 
burden of proof is put upon the accused, for obviously 
the seller is the only one who would know the true 


OF THE RUT 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


cost of an article and the buyer, through his function 
of shopping-the-market, would know that he is being 
given a concession over and above the price difference 
in the goods themselves. In one industry they are 
recommending as follows: 

“Since the manufacture and the retailer are both responsible 
for violations of the law, it behooves the retailer to be certain 
no verbal agreements are made as to extra discounts and allow- 
ances. 

“Everything understood in any transaction should be plainly 
shown on the invoice, as in this way the retailer can show that 
he is hiding nothing and that he is not knowingly receiving 
any discriminatory discounts. The retailer must also be certain 
that he performs every type of service for which he is paid, 
whether this be cooperative advertising, window or counter dis- 
play, demonstrations, or what-not. For if the retailer pockets 
any of his allowances without performing the services agreed 
upon, he- is guilty under the law.” 

This law at the moment is filled with bewilderment 
and confusion, awaiting legal interpretations; but we 
recommend your reading it over and over again (in 
the Boot anp SHoe Recorver of Aug. 8, page 32) 
for it is the law of the land. What is more, it isn’t the 
product of one political party—for men of both party 
affiliations have written the law, and the spirit of legis- 
lation is definitely for effective laws to correct com- 
mercial cunning. 

As to its unconstitutionality, it is obvious that the 
Supreme Court is not going to pass upon it for many 
months. Congress itself will not be in session until the 
first week in January, 1937. It is much easier to under- 
estimate the effect of the law than it is to accept it and 
try to build a business on the simple values of the goods 
without extras, concessions, discriminations and favor- 
itisms. Some concerns in the trade operate so ethically 
that the law means no change of pace or progress. 
Other concerns have filled the phantom bill-of-sale with 
so many ingenious by-products of favoritism that it will 
be “all hell” for the leopard to change his spots. 

Let’s hope that the law will bring the buyer and 
seller back to their senses that the net value of goods 
is the basis of an honest business transaction. Adver- 
tising will go back into the hands of the advertising 
men who, for some span of years, have been relegated 
to a position of being “yes men” to sales managers. 
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IT’S PART OF THE SHOE.. 
AND 1T LOOKS THE PART! 


NEW 


“CUSTOM” 


HEEL BY 


E GREATEST NAME IN RUBBER 


GOODYEAR 


BLIND NAIL CONSTRUCTION 
ALL RUBBER 


_. is no mistaking this fine, new heel. It is the handsomest, 
most comfortable, longest-wearing heel yet designed. 


And there is no mistaking the manufacturer’s purpose in putting 
it on his shoes. He pays a premium for it — thereby serving notice 
that only the best heel is good enough for his shoes. He identifies 
his shoes with “the greatest name in rubber’ — thereby making the 
retailer’s selling job easier — by giving people what they want. 


MORE PEOPLE WALK ON GOODYEAR HEELS THAN ON ANY OTHER KIND 


When. writing advertisers please mention Boot and Shoe Recorder 
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AIR STEP 


This Fall Air Step Gives You 


e Smarter styles than ever before! 


Plu 


e Another national advertising campaign so dramatic 
that the whole country will keep talking about and 
walking about in AIR STEPS. 


HOP ON! AIR STEP’S GOING PLACES! 


Air Step’s sensational Spring sales record tells the whole story 
—over a 100% gain in sales! Why? Because Air Step is the 
only high-style shoe with the exclusive “‘Magic Sole” feature 
that actually lets women walk on air. And consistent, persistent 
national advertising is telling this story to millions of women. 
Word of Air Step’s ‘‘Magic Sole’’ is spreading like wildfire. 
Air Step’s convincing Pebble Test has become the subject of 
nation-wide conversation. Today Air Step IS the most talked- 
about shoe in the country—with a proven record of remarkable 
profits for shoe merchants. Be sure to see the :Air Step line for 
Fall. A wire or letter will bring an Air Step representative with 
samples and the whole amazing story. 


Priced to yield a worth while mark-up at $5.50 


Duss Vos Gowgaiwg, mrRs. - sr. ours 


Also manufacturers of AIR STEP Shoes for Men, Brownbilt Shoes for 
Men and Women and Buster Brown Shoes for Children 





One look and they try it! 
« « « One step and they buy it! 


NIRZSTEP 3304 for Women 


When writing advertisers please mention Boot and Shoe Recorder 
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When a customer turns her heel as in Figure 1 (at the left) remove the heel and grind off 
the top on the side to which she flops, as in Figure 2 (in center). She will then walk straight 


as in Figure 3 (at the right) for the top lift is now shifted over under the center of her weight. 


A Tip On Tipping Heels 











(In our issue of August 1 appeared an article entitled 
“The Next Step Forward,” paving the way for a closer 
scrutiny of shoe fitting and also service in all its rami- 
fications, and stressing the principle of “Individual- 
ized Shoe Service.” On August 8, we showed at least 
one practical application of this principle in an article 
entitled “Why We Operate a Service Station for 
Shoes.” Now comes Murray C. French to enroll him- 
self under the same banner with a series of articles on 
“How To Fix It,” of which this—“A Tip On Tipping 





Heels” —is the first—Editor’s Note) 


HEERE is a cute little trick very few shoe men have 
caught onto. Yet it is one which will delight many a 
customer and save many an adjustment. It is a simple 
and satisfactory method of straightening up these heels 
that “flop” to one side or the other, as in Figure 1. 

1. Remove the heel and grind off a wedge at the top 
as shown in Figure 2. Take it off the side to which the 
wearer flops. 

2. Replace the heel and it will now set as shown in 
Figure 3. The dotted line shows how the heel set before 
the alteration; the solid line shows how it now sets 
when fixed properly. 

3. The above applies to wood heels. In the case of 
a leather heel simply pry the heel open at the top and 
insert a dutchman on the side opposite the one to which 
the wearer flops. 

All this is really just as easy as it sounds. But let 
me warn you—nothing short of a shotgun will keep 
your shoemaker from grinding off the wrong side on 


the first six or eight pairs. The right way looks wrong. 

Remember the rule: Always take the wedge from the 
side to which she flops. 

The whole object is to get the top lift placed under © 
the center of gravity. Let me explain. As the shoe 
comes from the factory it is “straight,” that is, the top 
lift is straight under the center of the shoe. If the lady’s 
ankle is straight, all is lovely. 

But in at least one-fourth of the off sex, the ankle is 
turned slightly in or out. Consequently the weight of 
the body no longer centers right down into the center 


_of the heel seat. In other words, the center of gravity 


tends to fall outside the base, which in this case is the 
top lift. 

Result—she soon begins to flop a bit at every step. 
The shank begins to twist. The heel begins to lose its 
perpendicular position. Then at every step she flops 
more and more and more till the shoe becomes un- 
wearable. [TURN TO PAGE 45, PLEASE] 
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YOUTH: 


SET ON PATENT 





; one America spends more each year 


for personal aids to youthful appearance 
than for shoes. In fashion fields other than 
the shoe trade, every emphasis is placed on 


the youthful attribute of the merchandise. 





The appeal of youthful compliment is irre- 
sistible to every woman. Yet you will agree 
that in shoe merchandising this potent factor 


is much neglected. 


The most flattering and most youthful 
appearing shoe leather is patent. And its 


promotion is always profitable! 


SETON LEATHER CO. 


NEWARK NEW JERSEY 





When writing advertisers please mention Boot and Shoe Recorder 
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AN OPINION ON THE 
ROBINSON-PATMAN 
LAW 


Dome of the Capitol at Washington 
as seen from the New Supreme 
Court Building. 


THE Robinson-Patman Law was 
approved by the President on June 
19, 1936. It constitutes an amend- 
ment of a most comprehensive and 
important nature to the Clayton 
Law which was enacted by Con- 
gress in 1914, [See Text of Robin- 
son-Patman Law, B. & S. R., Aug. 
8, page 32.] 

In both Houses of Congress it was 
the subject of countless and con- 
flicting views and suggested amend- 
ments. The result is that the new 
law presents a situation of per- 
plexity and uncertainty, exceeding 
even the perplexity and uncertainty 
which followed the enactment of 
the Clayton Act in 1914. 

Before proceeding to a consider- 
ation of the precise particulars in 
which this new law has changed 
the prior Clayton Act, it is proper 
to say that not only are the most 
qualified experts in this field of 
the law uncertain as to many fea- 
tures of it, but it is safe to assume 
that leading law officials of the 
Government are themselves per- 
plexed and confused. 

Upon this basis, therefore, it is 
entirely safe to say that no com- 
pany or firm confronted with ques- 
tions of immediate change or policy 
to conform with the new law, ought 
to act precipitately, or until author- 


By Felix H. Levy. Esq. 


A recognized legal authority on legislation affect- 
ing business, Mr. Levy, a member of the New 
York bar, recently voiced this opinion on the 
Robinson-Patman Law before the American 
Supply & Machinery Manufacturers’ Assn. 


itative opinions are expressed by 
official sources. This advice is sub- 
ject to the important qualification 
that if any such company or firm is 
conscious of the fact that its pres- 
ent policy includes practices of a 
distinctly discriminatory or -oppres- 
sive character, then immediate at- 
tention should be given to a study 
of the same under the advice of 
expert counsel, with the view to 
promptly correcting the same. 

The debates in Congress reveal 
that the outstanding purpose of the 
new law was to prevent price-dis- 
criminations favoring large pur- 
chasers at the expense of smaller. 
These debates revealed that the 
principal object of attack was 
chain-stores. Consequently, the 
new law has been generally desig- 
nated as the Anti-Chain-Store Law. 
This fact is of importance in a cor- 
rect understanding of the philos- 
ophy or the meaning and purpose 
of the new law. 

Proceeding now to a consider- 
ation of the new requirements of 
the Robinson-Patman Law in con- 
trast with the requirements of the 
prior Clayton Act, we find that 
while the Clayton Act permitted 
price-discriminations “on account 
of differences in the grade, quality 
or quantity”—the new law elim- 
inates the word “quantity” from 
this provision and establishes a 


new and important requirement. 
This is found not only in the fact 
that the word “quantity” has been 
omitted as above-stated, but also 
because of the proviso contained 
in Sec. 2°(a) of the new law, 
namely: 

“that nothing herein contained shall pre- 
vent differentials which make only due 
allowance for differences in the cost of 
manufacture, sale, or delivery resulting 
from the differing methods or quantities 
in which such commodities are to such 
purchasers sold or delivered.” 


Unfair Prices 


The objections made in Congress 
to the former provision permitting 
discriminations on the basis of 
quantity, were based on the charge 
that unjustifiably large discounts 
were made for very large quantities 
sold to very large purchasers, such 
as chain-stores—quantities so large 
that smaller purchasers were un- 
able to buy them even with the in- 
ducement of the larger quantity- 
discounts; and that the resultant 
low prices were not justified solely 
on the basis of the large quantities 
involved, but were intended to be, 
and were in fact intentional dis- 
criminations in favor of such large 
purchasers, to the direct detriment 
of small purchasers. 

Accordingly, the new law changes 
the situation in this respect and 

[TURN TO PAGE 48, PLEASE] 





Don't play the old shell game in choosing shoe cement. 


After all, why guess...why risk defective shoes... why trip 


up on too many “returns”? A cement-sole shoe can be only 

as good as the cement which holds it together. Compo Ce- 

megt'was developed by du Pont, a Company with 30 years’ 

: experience in cementing leathers. It takes the guess-so 
out of buying. Insist that your shoes be made with Compo 

Om p Cement. Compo Shoe Machinery Corporation, Boston, Mass. 


TRADE MARK 


150,000,000 pairs of the most successful cemented shoes have been made with COMPO Cement 








continues to increase sales and profits for 
dealers in rubber footwear. 





TYLE originality, construction innovations, value and consumer appeal make 
“‘Watch Cambridge”’ the trade buy word. 


Each year additional hundreds of dealers have found in Cambridge merchandise 
greater selling appeal, greater profits. 

This year the Cambridge line tops all previous accomplishments. New, exclusive pat- 
terns—smartness with practicality—finer quality in all grades—prices attuned to 
retail selling requirements—everything to promote earlier sales—more profitable 
sales—and | establish the Cambridge dealer as rubber footwear headquarters in his 
locality. 

Remember the sales history of Cambridge dealers! Write or wire our nearest branch 


for a showing of the complete Cambridge rubber footwear line for men, women and 
children. 


CAMBRIDGE RUBBER COMPANY 


CAMBRIDGE, MASS. 

















NEW YORK BOSTON CHICAGO ST. PAUL 
125 DUANE 600 ATLANTIC 317 W. MONROE BROADWAY AND 
STREET AVENUE STREET PRINCE STS. 


CAMBRIDGE RUBBER LTD. 


SALES OFFICE: CONFEDERATION BLDG., MONTREAL, P. Q. PLANT: ST. REMI, P. @. 


Manufacturers and distributors of a complete line of rubber footwear 
—light weight and heavy duty—rubbers—gaiters—work rubbers— 
pacs — and boots. 


ais 
) 






RAYN STORM 
BOOT 





New Juvenile Service . 
Gaiter 


CHILD'S STREETSHU 
White, Brown or Black. 
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While most of the early August retail ads feature final sales, 
some few already have a distinctively Fall flavor. 


First Fall Shoe Ads Appear 


And give promise of a season of dramatic promotion 


SUMMER shoe sales, as this is written in early “Au- 
gust, are mostly in the “Final Clearance” stage. That 
means, in the words of the song, that “Summiértime is 
nearly over.” It means that presently we shall be in 
the midst of Fall promotions. When Boot anp SHOE 
ReEcorpeER, a few years back, started to foster the idea 
of a national Fall shoe opening August 15, it seemed 
to many a bold innovation. This year retailers who 
elect to hold mid-August openings can count them- 
selves among the moderately conservative, for the 
folks who aim to make certain of keeping way out in 
front of the parade were advertising new season’s styles 
before the month was a week old. True, there weren’t 
very many of them quite as early as this, but enough to 
make it clear that sale season was about over and it 
was time to talk of something new. 

All of which is just another indication, not only of 
the prevailing speed in merchandising, but also of the 
current tendency to stress style instead of price, and to 
rely on the ability to offer something new and interest- 
ing in fashion as the most effective stimulus to sales. 

Exemplifying the season’s trend toward earlier Fall 


shoe promotions, quite a number of New York stores 
introduced the styles for the coming season in adver- 
tisement appearing in the newspapers of Sunday, Au- 
gust 9. And a few striking ads with a forward look 
appeared at least a week earlier. Some of these early 
Fall shoe ads appeared while final sales were still in 
progress, indicating that an increasing number of shoe 
retailers are following a merchandising practice that 
has been observed for some time in the apparel trades, 
namely, the introduction of new merchandise before 
the close of the clearance period for models of the 
current season. Retailers who have tried it say it 
has a number of advantages. Customers are en- 
couraged to consider their Autumn negds early and 
there’s a better chance that more of them will buy 
that extra pair. August makes a better profit showing 
because of the mark-up on advance Fall shoes. And, 
in general, stores and public get into the swing of 
the Fall season more quickly because of the earlier 

promotion of Fall styles. 
If the type of advertising that seems to characterize 
[TURN TO PAGE 46, PLEASE] 
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‘Ys! 


KNOY 
LE 


& 


3 
y , , | 
When the hand craftsman creates an unusual design — such as this one, which 
depends absolutely on the texture and appearance of the upper leather — he 
turns instinctively to Norwegian Calf for a perfect skin of superb working 
qualities. Shoe manufacturers use this vegetable tannage to impart a custom 


appearance to the top numbers in their respective lines.. » » » » 
A. F. GALLUN & SONS CORPORATION, Milwaukee, Wisconsin. 


GALLUN LEATHERS 


ALWAYS STANDARDS EXCELLENCE 


When w riting advertisers pléaes mention Boot ‘and Shoe Recorder 





HARRY E. FONTIUS 


Fontils Shoe Co., Denver, Colo., Director 
and Chairman, Shoe Fair Committee, 
D N.S.R.A. 


Editor’s Note: Third of a series, of 
articles, presenting members of the 
N.S.R.A. 1936 official staff and describing 
association activities. The second ap- 
peared in the issue of July 18th. 


WITH all indications pointing to 
an unusually large attendance at 
the Spring Style Conference of the 
National Shoe Retailers Associa- 
tion, to be held Sept. 14 and 15 at 
the Waldorf-Astoria, New York, in 
conjunction with the Official Show- 
ing of American Leathers for 
Spring by the Tanners Council, re- 
tailers and others of the shoe and 
leather trades who are planning 
to attend can look forward to a 
program featuring events of un- 
usual interest and differing in im- 
portant respects from style meet- 
ings of the past. Manager Lee 
Langston and the members of the 
several style committees of the 
N.S.R.A. are convinced that the new 
features they are planning will add 
materially both to the interest and 
practical helpfulness of this style 
meeting. 

One of the most important 
changes in the program for the 
Style Conference will have to do 
with the general open meeting, 
where the principal speakers are 
heard, which will be held this year 
on Monday, Sept. 14, the opening 
day of the conference, instead of on 
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NEW FEATURES FOR 


National Shoe Retailers Association to Hold 
Fashion Meeting in Conjunction with Leath- 
er Showing, Sept. 14 and 15 


HAROLD F. VOLK 


Volk Bros. Co., Dallas, Texas, Director, 
N.S.R.A. 


Tuesday, the second day, as here- 
tofore. The meetings of the men’s, 
women’s and children’s style com- 
mittees, at which the style reports 
for the coming season are formu- 
lated and which previously have 
been held on the first day, will be 
held this time on Tuesday, Sept. 15, 
the second day of the conference, 
making a complete reversal of the 
former order of procedure. 

It is believed that this change 
from the procedure of the past will 
prove advantageous in a number of 


-ways, and that it will add to the 


practical usefulness of the confer- 
ence in serving the principal pur- 
pose for which it is intended, name- 
ly the development of an intelli- 
gent, carefully considered shoe 
style forecast for the coming sea- 
son. The various authorities on 
men’s, women’s and children’s shoe 
styles who will address the general 
session of the conference are ex- 
pected to bring to the meeting much 
information that will be of great 


FRANK A. McLAUGHLIN 
Wanamaker's, New York, N. Y., Director, 
S.R.A. 


value to the style committees in 
their work of preparing a style 
program. Manager Langston feels 
that the committees should have 
the benefit of this information be- 
fore they assemble to prepare their 
style reports, and it was with this 
thought in mind that the change 
was made. Aside from this prac- 
tical advantage, however, it is felt 
that the new order of things will 
prove a welcome variation from a 
plan of procedure that has been 
followed season after season. 

The progrom itself for the com- 
ing conference, which is now vir- 
tually complete, has been ampli- 
fied by the addition of features that 
are expected to prove of excep- 
tional .interest and value. The most 
significant of these is the broaden- 
ing of the study of style sources to 
include, not only the reports of 
authorities on fashion trends in 
New York and Paris, as heretofore, 
but also a direct message from 
another source that is gaining in- 
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STYLE CONFERENCE) 


Shoe Merchants are Urged to Attend and 


Promised Program of Unusual Interest at 
Waldorf, with Big Features First Day 


J. H. ROBERTS 


Stone Shoe Co., Cleveland, Ohio, Director, 
N.S.R.A. 


creased recognition as a fashion 
influence, namely Hollywood. Mr. 
Langston has extended an invita- 
tion to the fashion director of one 
of the outstanding motion picture 
producers with studios in Holly- 
wood to present a series of com- 
plete Spring costumes, including 
footwear, on living models as her 
interpretation of the fashion pic- 
ture for the coming season. The 
fashion editor of one of the lead- 
ing film publications will also be 
a speaker. These will be but two 
of many interesting features on the 
program of Monday, the opening 
day of the conference, details of 
which will be announced shortly. 

The value of the Style Confer- 
ence, its practical usefulness to the 
industry and the importance of its 
reports are so generally recognized 
that the officers and style committee 
members of the National Shoe Re- 
tailers Association look forward to 
a successful meeting next month 
and an attendance even greater 


ALBERT WACHENHEIM, JR. 


Imperial Shoe Store, New Orleans, La., 
Director, N.S.R.A. 


than that present at the Fall Style 
Conference last March, which was 
one of the most successful ever 
held.. The report of that. confer- 
ence was copyrighted and requests 
for copies were received from more 
than 2000 retailers, manufacturers 
and representatives of all branches 
of the industry. Copies of the re- 
port were forwarded to all who re- 
quested them, whether members of 
the association or not. A similar 
report will be prepared for distri- 
bution following the coming con- 
ference. 


To Minimize Trade Abuses 
The National Shoe Retailers 


Association is giving its attention 
to a study of trade abuses and how 
to correct them with a view to elimi- 
nating, if possible some of the prac- 
tices in ‘retailing that not infre- 
quently give rise to trouble and 
needless both to retailers and manu- 
facturers. One of the most com- 
mon abuses in the retail shoe trade, 


EDWIN HAHN 


Wm. Hahn & Co., Washington, D. C., 
Director, N.S.R.A. 


it is readily acknowledged, has to 
do with the unwarranted and un- 
justified return of merchandise. 
The association is looking into this 
problem with a view to determin- 
ing the most common causes of un- 
justified returns and how they can 
be eliminated. 

The association will be glad to 
hear from merchants who have had 
experience in dealing with this or 
similar problems and whose advice 
may be of value in formulating a 
general plan. 





LEGISLATION 
OF INTEREST TO 
RETAILERS 


The Robinson-Patman law, 
now causing such wide- 
spread discussion, is cited as 
an example of the kind of 
legislation affecting retail- 
ers, which calls for an active, 
well organized National 
Shoe Retailers Association. 
Another national Congress 
meets in January and the 
association is making a 
strong drive to enroll shoe 
retailers who are not now 
members before that time. 
Information will be fur- 
nished on request. 
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No Alarm in Tanning Industry Over 


Drought Cattle Purchases 


66 HE actual beginning of the government’s drought 
cattle buying program on Aug. 3 has created little 
alarm in the tanning industry,” says an official state- 
ment issued by the Tanners’. Council of America. “In 
the first place, the present government program offers 
no parallel to the extensive cattle purchasing and 
slaughter activity in 1934. Purchases in that year 
amounted to more than 8,000,000 head of cattle and 
calves, with a corresponding increase in the supply of 
hides and skins. 

“In contrast, there is available at present only $5,- 
000,000 for cattle purchases. At current market prices, 
this sum would permit the government to buy only 
slightly more than 100,000 head. This, according to 
present government intentions, is believed to be a maxi- 
mum quota. Cattle are not to be acquired upon any 
definite plan, but only upon a day by day basis ac- 
cording to the exigencies of the drought situation. In 
addition, definite assurances has been given the Tan- 
ner’s Council that all hides and skins resulting from 
the slaughter of government cattle would be withheld 
from the market until such time as it was both feasible 
and economic to dispose of them. 

“Practically all of the government’s drought relief 
efforts as far as the cattle industry is concerned are be- 
ing concentrated at present either in supplying feed, or 
assisting live stock producers in shipping cattle to ade- 


quate grazing areas. The actual buying and slaughter 
of cattle are secondary considerations. Purchases will 
be made, if necessary, at terminal markets in order to 
relieve the pressure of excess receipts and thereby assist 
in maintaining prices. 

“During the past two weeks, cattle prices at all mar- 
kets were remarkably steady, delaying the need for any 
government operations whatsoever. With continued 
drought and rising feed prices, cattlemen have begun 
to market animals more freely. The resulting easiness 
in markets on Aug. 3 prompted the Department of 
Agriculture to begin the long delayed buying plan. It 
is noteworthy that while authorization was issued for 
the purchase of 4760 head on Aug. 3, only 1350 ani- 
mals were actually acquired. 

“Both the relatively small number of animals to be 
purchased as well as the explicit assurance given the 
tanning industry regarding government hides have re- 
moved any possible apprehensions tanners may have 
had when the government’s drought plan was first an- 
nounced. Another factor, now beginning to be ap- 
preciated, is the possible effect goverment cattle pur- 
chases may have in reducing the excess supplies which 
a shortage of feed might create. An abnormal increase 
in the volume of cattle marketing would mean, of 
course, a corresponding increase in hide supplies. Any 

[TURN TO PAGE 41, PLEASE] 
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ONE STYLE MEN* CHOOSE 
THESE UPTOWN LEADERS 


Worn once... always called for... easily sold... 
reason enough for these Uptowns in your stock. 


Men daily pass your door who wear only one 
style of shoe. They would come to you time and 
time again...they would say “the same shoe please” 
... if they found that shoe once. It’s an Uptown! 


Feature Uptowns...sell the “one style man” plus 
every other man, with this famous line which 
also includes snappy collegiate patterns. 


















In Kangaroo, kid and calfskin these two 
patterns should be in every shoe store. 
They’re staple. Changing style trends 
and consumer demands seldom effect 
their saleability. They’re built to the 
famous Uptown all leather standard. 
Once sold they give satisfaction and 
sell many others. 
























* There is a Star Brand 
Shoe to fill every demand 


rtabl 

ppropita Y 
Cater to the ‘‘one style man” 
or the ‘‘many style woman” 
.-.there’s a Star Brand 
line to lead you to profitable 
merchandising. Wire, write 
or phone for a representative. 


STAR BRANDS 
pir at! 





A STAR BRAND SHOE™ 






































ROBERTS, JOHNSON & RAND sicec.t sista 


When writing advertisers please mention Boot and Shoe Recorder 
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AND ON 


Men’s styles from London 
by JOHN J. REILLY 


COMES ANOTHER = pomen’s fashions from Paris wr 
E. ALICE A 
BIG FEATURE eras 


New York fashion pre-view 


ISSUE g by MISS RUTH HARRINGTON 


Hollywood styles in the making 
by HARRY R. TERHUNE in 


collaboration with Columbia Pictures 


Timed just right—nine days in advance of the Leather 
Opening and Styles Conference to be held Sept. 14 
and 15—when big buyers are thinking of Spring 
and all buyers are in the market for second run mer- 


chandise—shoes for late Fall and early Winter. 


Special style and color section for tanners. Regular 
issue with unusually complete merchandising and 
fashion features for shoe manufacturers. Extra 


® : distribution at the Styles Conference. 


A fine issue for prestige 


WRITE - WIRE - PHONE 


BOOT AND SHOE RECORDER 


239 West 39th Street New York, New York 
A Chilton Publication 


140 FEDERAL ST., BOSTON 1627 LOCUST ST., ST. LOUIS 
209 S. STATE ST., CHICAGO 56TH AND CHESTNUT STS., PHILADELPHIA 





When writing advertisers please mention Boot and Shoe Recorder 
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It’s not saying anything 
new, of course, to say that real 
profits in today’s shoe stores are in 
proportion not to the number of pennies shaved off 
at the purchasing end, but to the turnover of stock 
and the number of satisfied customers. But it’s 
worth reemphasis. Smart, successful Buyers of 
today have a keen appreciation of Sales problems— 
cooperate with Sales. 


Shoes of Kangaroo leather have proved themselves 
real factors in sales successes. They give the re- 
tailer a greater per pair profit; a consistent, day- 
in-and-day-out sales volume; a steadily growing list 
of satisfied, enthusiastic customers. What arresting, 
attention-getting displays and advertising can be 
woven around the story of the “strange animal 
from ’way down under!” What a sound, convinc- 
ing sales presentation can be made to those men 
whose interest is aroused! 


And how shoes of genuine Kangaroo deliver! Kan- 
garoo leather is 17% stronger, weight for weight, 
than any other leather tanned. It is light in weight 
and pliable, as tough as rhino and as soft as fine 
kid (a comfort combination that means real foot- 
happiness as well as long wear). Its tight, even 
grain takes a brilliant, lustrous polish. 


But remember: only genuine Kangaroo has the 
characteristics that keep on selling the shoes and 
the store. And “kangaroo horse,” “kangaroo 
sides,” and “kangaroo calf” are not Kangaroo. 


GENUINE 


KANGARO 


TANNED IN AMERICA 


(SURPASS LEATHER CO. pu. 


RICHARD YOUNG CO. newvorx 








\ ZIEGEL EISMAN & CO. soston 
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"Shining Feet" New 
Fashion for Fall 


Cuicaco—Following the new trend 
for “glitter and shine” in formal 
fashions, scintillating footwear was 
shown with costumes featured by The 
Style Creators of Chicago in their 
three Fall Fashion prevues held July 
28, August 4 and August 6, at the 
Stevens Hotel. Style Creators is an 
organization supported by the ready- 
to-wear manufacturers of this city to 
further Chicago as a leading style 
center. At each of the fashion prevues 
a@ run-way show was held and all foot- 
wear shown supplied by The Flor- 
sheim Shoe Company of Chicago. 

“Glittering metal cloths shown in 
evening gowns and metallic surface 
fabrics in which silver or gold threads 
all remain close to the surface call 
for simple, but colorful footwear,” 
said Thelma Roberts, fashionist for 
the wholesale district. “However, the 
footwear may be shown in the metal 
surface which dominates in the gown, 
carrying the note of radiance from 
tip to toe in the very elaborate eve- 
ning ensembles. 

“Many women,” said Miss Roberts, 
“will prefer dull surface shoes, but 
pick up the undertone of color from 
the frock. Others may wear scintil- 
lating shoes with black or dark cos- 
tumes in which the metallic threads 
are less obtrusive. There are many 
ways to achieve the note of brilliance 
in the evening costume without over- 
stepping the bounds of good taste.” 

Colors preferred in this brilliant 
mode are the dark rich hues which 
use the metal threads interwoven for 
a note of softened brilliance for the 
more practical evening costumes. Sil- 
ver is preferred to gold in the metal 
finishes, it is said, because it has more 
radiance, and because the sheen is 
heightened by the use of light back- 
grounds, such as turquoise or aqua 
marines, pale silvery greens, the soft- 
ened rose or pastel blues, etc. 





Orthopedic Shoe Store Opened 


Satt Lake City, Utran—The Ortho- 
pedic Shoe Store was opened here 
August 8, at 148 South Main Street, 
under the management of L. S. Hutch- 
ings, formerly associated with the local 
Hunter-Thompson Co., Inc. Mr. Hutch- 
ings is well known among local shoe 
men. Years of proper fitting of shoes 
at the latter store have given him an 
enviable reputation. 

Orthopedic shoes are carried exclu- 
sively in this store for men and wo- 
men. Prices range from $7 to $10.75 
in four well-known lines. All the stock 
is concealed in this store. Three pri- 
vate rooms are used for special cases 
involving electrical treatments, poly- 
sine generator, diathermy, foot surgery 
and special free foot examinations. Dr. 
B. L. Blackham, graduate of the Illinois 
College of Chiropody, is in charge with 
Rheta Ewing, podiatrist, assisting. 

Unusually attractive lighting is pro- 


vided by four ceiling units, of an in- 
direct nature, which give a silvery blue 
light very restful to the eye. A cream 
colored ceiling reflects light to the best 
advantage. Other special built-in 
displays are indirectly lighted and 
really serve to “spot” merchandise in 
these insets against the cream back- 
ground interior. 

The store color scheme consists of 
wide paralleling light buff tones, tan- 
nish-pink, and cream. These colors are 
given a stream-line effect by a narrow 
silver trim. Chromium-plated double 
lounge chairs combine deep blue with 
ivory for colorful contrast. A thick 
blue rug runs the entire 15 x 48 feet 
of the selling floor, completely cover- 
ing it. Two full-length mirrors set 
into ivory, wooden frames along the 
wall, have small flanking platforms 
enabling two pairs of shoes to be dis- 
played on each. 

A good amount of business on its 
opening day forecasts a successful fu- 
ture for this proper fitting shoe store. 





Novel Promotion Idea 





This clever piece of promotion was used by 
the Selby Shoe Company to feature its new 
"Tongue Tied" model, a smart eyelet tie pat- 
tern in bucko. The lacing was a real silk lace 
inserted in the perforated folder and within 
was a striking illustration of the shoe itself. 





New Corporation Takes 
Over Fink Store 


Detroit, Micu.—Fink’s Cut Rate 
Store at 1300 Randolph Street, on Pin- 
gree Square, has been taken over by a 
new corporation, Fink’s Cut Rate Inc., 
with a capitalization of $25,000. The 
company is principally owned by Harry 
Finkelstein, who was sole owner of the 
old company. 

More attention is to be devoted to 
the shoe department, which is being 
placed in charge of a well known shoe- 
man from the East, A. Selikson. Mr. 
Selikson was recently with Murry M. 
Rosenberg, Inc., in New York City, and 
was formerly with Louis Ostrov Shoe 
Company in Dayton, Ohio. 
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a good store 





Wm. H. Block Co., Indianapolis 


.. 4 good buyer 





Mr. James Knowles 


Hobin Hood Shoes 





Style No. 764 


eventually 
get together 


Write Dept. 10 for details of the sen- 
sational Promotional Plan supporting 
Robin Hood Shoes. 


ST. LOUIS, U. S. A. 
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No Alarm in Tanning 
Industry 


[CONTINUED FROM PAGE 36] 


government purchases, therefore, may have the im- 
mediate effect of reducing heavy supplies. Inevitably, 
it is felt the excess in slaughter must be followed by 
sharp curtailment which would afford the government 
an opportunity to dispose of any hides which it may 
accumulate at present. 

“Trade reports, in fact, indicate more apprehension 
over the future decline in slaughter than present liberal 
supplies. Since 1934, cattle slaughter has been ex- 
tremely large, with an estimated reduction in herds 
since that year of more than 8,000,000 head. Such 
liquidation cannot be continued indefinitely and at a 
future date it must be followed by reduced marketing 
as producers attempt to restore depleted herds. Con- 
sequently, any forced marketing which feed’ shortage 
may create over the next six months can only bring 
the period of reduced slaughter so much nearer.” 


Inerease On Prison. 
Shoes 


BALTIMORE, Mp.—An increase in the manufacture 
of shoes for State use only, is planned for Maryland 
as an experimental measure to reduce idleness at the 
State’s penal institutions, it was announced following 
a conference between Governor Harry W. Nice and 
the Maryland Commission on Prison Labor. Plans 
also have been made for the manufacture along the 
same lines of three other classes of goods, one of which 
probably will be stockings. Equipment used in this 
program of expansion will be that already on hand 
after some modernization. 


Good Reeord for 
Tannery 


Buena Vista, Va.—The Blue Ridge Tannery in- 
creased the rate of working from 280 hides daily to 
350 hides. This is the largest number of hides the 
plant has ever worked, 225 hides being considered 
normal working on Fall time. 

Leas and McVitty have been in business since 1814 
and have operated the Blue Ridge Tannery since 1898. 
Approximately 140 men are employed, most of whom 
have served the company for many years. 

This plant has been in continuous operation for 
38 years. Not once has it closed down, and only once 
or twice has it operated on a reduced basis. 






























Footgluv Traveling 
Slipper 










Men’s Mule 







Bowling Shoe 


























Women’s Pump 







SWAN slippers are available for men, 


women and children. 


Included are the nationally known Foot- 
gluv Traveling Slippers and SWAN 


Bowling Shoes. 


SWAN Slippers are a profitable part of 


the volume of an ever increasing number 


of high grade stores. 


May we send you one of our new 1936 


catalogs? 


SWAN SHOE COMPANY 


Baltimore 


NEW YORK OFFICE 
705 Marbridge Building 
WiISconsin 7-8962 


Maryland 
CHICAGO OFFICE 
209 S. State St. 
Harrison 5050 
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BARBOUR DRESSWELT RESISTS WATER 


BARBOUR WELTING COMPANY, BROCKTON, MASS. 





College Quiz for Early Fall 


[CONTINUED FROM PAGE 15] 


on hand and keep on bringing them 
out every year. 


Q—What’s different about the 
Campus shoe? 

A.—Here there is a difference. Ye 
old favorite Kiltie has changed its 
tune. It’s still .the same basic 
silhouette, but things have happened 
to the detail of the tongue. You may 
still be able to sell the flappy, fringed 
variety, but it’s smarter to feature 
new variations. The two on the left- 
hand page show the trend—little dif- 
ferent tricks of styling. 


Q.—Name the best leathers for this 
campus shoe. 

A.—The note is still strongest for 
reverse calf, because nothing is quite 
so satisfactory for comfort and wear 
and the casual look the college girl 
likes. A bit of reptile trimming 
freshens up. these reverse-calf shoes. 
And smooth calf is being played up 
a bit more—for the customer who 
says “Oh, but I’m so tired of those 
reverse-leather shoes.” The new shag- 
gy, brushed leather is coming along 
slowly. A few stores will promote, 
but so far it has not become general. 


Q.—How is color rating for campus 
wear? 





A.—Color is being given more play 
in the campus shoe than in any other 
type of shoe... and from all reports 
is holding up well. 

Green and rust look best. Gray and 
wine and navy blue bring up the rear. 
Of course, brown is first. And also, of 
course, you know that black is real 
news again, to wear with colors and 
to tie up with the many black tweed 
skirts or black sweaters that are being 
shown in Autumn sportswear. 

Your very smartest young customers 
will be interested in black sports shoes 
... if you feature them as a Class 
of 1937 fashion. 


Q.—How important are lasts? 

A.—In the practical sense, they are 
very important. Trace every enor- 
mously popular campus shoe and see 
if its fitting qualities and easy com- 
fort don’t account for nine-tenths of 
its success. But as for the style novel- 
ties—square toes and plateau lasts— 
they seem to be of minor interest to 
this particular trade. The good, broad 
tread, round toe is tops. 


Q.—What are the prospects for 
boots? 

A.—The firm who made the boot we 
show has been deluged with inquir‘es 





from their early publicity. It’s too 
early yet to check sales results, but 
the interest seems to be there. The 
smart thing is to feature the boot as 
a football fashion. The argument that 
it keeps ankles warm in wind-bitten 
stadiums is a real talking point, dis- 
tinctly an “extra” shoe. The boot will 
certainly not cut into the sales of 
regular campus types. But if you can 
get a few dozen extra sales out of 
it, go to it! 


Eisenberg's Opens New Store 


SAN FRANCISCO, CALIF.—Eisenberg’s 
opened its new store at 1057 Market 
Street, here, on August 1. Modern in 
every detail the store possesses dis- 
tinction without creating the impres- 
sion that only exclusive, high-priced 
merchandise is handled. This is the re- 
sult Ernest Eisenberg desired, to ap- 
peal to the popular-priced trade. In 
business in San Francisco for the past 
25 years, this last move of Eisenberg’s 
locates them a block and a half west of 
their former location at 925 Market 
Street. 

The store front is trimmed with red 
and black vitrolite and commands the 
attention of the passerby. An interest- 
ing feature of the well designed win- 
dows is the manner in which the back- 
ground, composed of a _ rust-colored 
modern fabric, is pleated in panels. 

The store is deep, with seating ca- 
pacity for a hundred persons, in addi- 
tion to hosiery counters just inside the 
entrance. A unique feature of the dec- 
oration scheme is the fact that the 
stock boxes which line the shelves are 
all a light blue. This blue is carried 
out in the woodwork and combined 
with the rust-colored carpet and neu- 
tral-toned walls creates a pleasing 
effect. 

Eisenberg’s features Florsheim shoes 
for men and Heel Hugger ‘women’s 
shoes. The merchandising policy of the 
store is built around the slogan “The 
Quality Family Shoe Store.” 


Burdine's Caters to 
Younger Trade 


MIAMI, FiLA—For the first time 
Burdine’s is ‘catering to the younger 
trade with style merchandise at pop- 
ular price. In conjunction with the 
Selby Style-ez which Burdine’s has 
carried for years, a line known as 
“Tiptoe” shoes will be offered, both 
at the one price of $6.95. According 
to Roy Scarborough, manager of the 
department, a section of the depart- 
ment is to be set aside as a special 
display room for these two lines. 

On the second floor where the Bud- 
get Shop is located a high style shoe 
known as the “Sun Deb” has been in- 
troduced as a $3.95 line. 

To acquaint the public with these 
two new shoes large bill boards carry 
pictures and the story. 
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Selling More Shoes in 
September 





sible) on which you make definite style 
statements, such as “Wear these with 
your New Black Sports Outfits”; “Alli- 
gator, Smart with Rough Tweeds,” and 
so on. This isn’t a new idea, but it is 
very important, for coordination will 
be stressed in department stores and 
apparel shops. 

Fall shoes for business women should 
be featured in early September—‘Shoes 
for Office Hours and After.” And, as 
a companion promotion, “Dinner and 
Dance Shoes for Week-End Parties.” 
Another angle is a window (and ad- 
vertisement)—“How Will You Spend 
Your Week-Ends this Fall?” On sepa- 
rate cards, “Will You Hike?; Will You 
Golf?; Will You Dance?; Will You 
Travel?” and on down the list, show- 
ing proper shoes in each grouping. 

Carry out similar ideas for men’s 
shoes—colors and models to go with 
Fall suit materials—for business, for 
sports, for spectator, for dress wear. 

“Shoe ‘wardrobes for College Girls— 
and Men.” For the girls, everything 
from campus shoes to wear with skirt 
and sweater outfits, to spectator shoes 
that go to games, and dress-up shoes 
for week-end dates. For the men, handle 
the promotion just as fully, from cam- 
pus shoes to dress slippers (formals). 
The U. S. Amateur Golf Tournament 
at Garden City, L. I., Sept. 14-20 is a 
good promotion possibility—and espe- 
cially if there are local tournaments 
that attract crowds. 

“For the First Kickoff’—a bleacher 
or grandstand, with flags of the schools 
that compete locally, makes a good set- 
ting for spectator sports shoes. A 
schedule of games to be played by local 
teams will get added attention. 

The “Silk Parade,” about Sept. 21-26, 
is another good tie-up opportunity. This 
national event is participated in by de- 
partment stores and fabric shops 
throughout the country. “The Silk 
Parade” reminds us of how many 
smart shoes we have to accompany 
Fall’s newest silk dresses. 

Fairs, festivals and fashion shows 
are three places where local cooperative 
campaigns are very much in order. A 
little study and ingenuity in planning 
your tie-up will make it stronger. The 
cooperative campaign gets the idea of 
the event across to the public—but you 
must sell your individual store’s mer- 
chandise and service to the crowds of 
visitors. 

Decorations to give a seasonal Fall 
atmosphere in the store as well as in 
the windows, play an important part 
in selling shoes. They should be 
planned and executed carefully. Cases, 
display tables and ledges should all be 
included. 

All the selling punch of your well- 
planned promotions in newspapers and 
windows is weakened if the promotion 


[CONTINUED FROM PAGE 19] 


stops at your store door. It must be 
carried out in the store and at the 
fitting stool. 





In Ternporary Quarters 


East LIverPooL, OH1I0O—The Kirby 
Shoe Company, one of the oldest retail 
shoe stores in the upper Ohio valley, 
will move at once to temporary quar- 
ters to permit razing the one-story 
building now housing the store, and on 
which site a modern two-story brick 
building will be erected. The Kirby 
store upon completion will return to its 
original location. Reopening in the 
modern building will take place about 
November 15. 


Benbow Appointed Burdine 
Assistant Manager 


MIAMI, FLta.—E. W. Benbow has 
been appointed assistant manager of 
the third floor shoe department at 
Burdine’s. Mr. Benbow was formerly 
with J. and J. Slater in their Miami 
Beach shop as well as in the New 
York store. 








No. 351—Brown Elk with Brown 
Calf Saddle, Mocha Nap Sole and 
Spring Heel. 

No. 352—Same in White Roughie 
with Tan Calf Saddle. White Nap 
Sole and Spring Heel. 31/9 
AAA, 3/9 AA-A, 21/2/9 B-C. 











A GREAT 
LINE FOR 
ACTIVE 
SPORTS 
WEAR 
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No. 355—Brown Elk with Brown 


Calf Saddle, 7 Iron Damproof 
Sole, 10/8 Leather Heel. 


No. 357—Same in White Roughie 
with Tan Calf Saddle, 5/9 AAAA, 
41/9 AAA, 4/9 AA-A, 31/,/9 B-C. 


This type of shoe is filling an active and growing demand. Write for a 
copy of our new Dude Ranch-Camp Mocs catalogue. 


THE JUVENILE SHOE CORPORATION 
OF AMERICA 
CENTRAL TERMINAL BLDG., 710 NO. 12TH BLVD., ST. LOUIS, MO. 
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First Shoe Display Clinic 
[CONTINUED FROM PAGE 21] 


Find out whence the product comes, 
the source and variety of materials 
that go into its making, how long it 
has been in use, why people like it and 
so on. Out of this information draw 
your inspiration. 

“In the second place, you must know 
your public in order to present your 
product in such a way as to entertain 
and inform. Out of knowledge comes 
appreciation and out of appreciation a 
desire to buy. But one should not make 
the mistake of appealing only to the 
intellect. Humans are so often ac- 
tuated solely by their emotions. 

“Lastly, there is design. 

“Once these main principles—design, 
knowledge of the product and the pub- 
lic—are established, they can be ap- 
plied to everything from baby shoes to 
pianos. 

“As in every other line of business, 
personality is a highly desirable quali- 
fication for those who would succeed 
in this exacting field. But something 
more is expected of display designers. 
They must be idea-ists. They must be 
able to bring imagination to bear upon 
their work.” 


A Tip on Tipping Heels 


[CONTINUED FROM PAGE 26] 


But unless she has waited entirely 
too long it can be fixed. Putting on 
new top lifts does no good whatever. 
Using crooked pads inside the shoe un- 
der the heel is equally ineffective. They 
just don’t do the work. Positively the 
only remedy is to move the top lift 
over so it comes under the center of 
the wearer’s weight. Simply follow the 
directions given here. 

My experience has been that when a 
woman runs one pair of shoes crooked 
she runs all her shoes crooked. Con- 
sequently if you know this is going to 
happen, “crook” her heels before she 
ever starts to wear the new shoes. She 
will have that “straight” feeling right 
from the start. Sometimes only one 
foot is affected. 

When straightening an old shoe, the 
shoemaker can judge when he has 
sanded enough off. He holds the heel 
on the shoe and looks at it upside down. 
If the heel now looks straight instead 
of crooked it is probably okay to go 
ahead and fasten on. 

On leather-covered wood heels fold 
the cover back before grinding the 
wood. On celluloid-covered heels, go 
right ahead and grind off the top of the 
heel regardless of the fact that it cuts 
off the celluloid along with the wood. 

This grinding necessarily reduces 
slightly the measurement across the 
top of the heel. In refastening the 


heel, be sure it hugs over toward the 
side on which the grinding was done. 
The new top lift should now strike 
straight on the floor, not crooked as 
before. 
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BARBOUR DRESSWELT COMPLETES THE SHOE 

















BARBOUR WELTING COMPANY, BROCKTON, MASS. 





Looking at the finished job from the 
back it will be noticed that the heel 
seat line is not quite parallel to the 
floor. That is due to the previous twist- 
ing of the shank and it cannot be 
avoided. The top lift will not be in 
the center of the shoe now, but it will 
be under the center of the customer’s 
weight. So she is happy. As she walks, 
the heel remains perpendicular instead 
of flopping. 


New Shoe Firm to Open 


Derry, N. H.—A new shoe firm, to 
employ 75 to 100 hands at full capac- 
ity, has been induced to locate here by 
the Chamber of Commerce. 

This latest addition to the town’s in- 
dustrial center will occupy the so-called 
Cole plant, near South Avenue, the 
one-story structure having been pur- 
chased by Edward Fineberg of Haver- 
hill, Mass., who with his father, M. F. 
Fineberg, has been connected with the 
leather and sole business in that city 
for the past 40 years. The shop has 
been idle for a year and a half. It was 
previously operated for a period of five 
years by Walter Hanf and his brother, 
George A. Hanf. The former has been 
named superintendent of the establish- 
ment and the work of installing new 
machinery and equipment is now going 
forward under his direction with op- 
erations expected to commence soon. 





From 10 to 15 cases, will be the daily 
output, according to present plans, al- 
though the factory is capable of pro- 
ducing 25 cases at the maximum. 
Women’s Compo shoes will be manu- 
factured entirely with the complete 
shoe to be made in the one building; 
no outside contract operations to be 
performed. 


New Location for Shoe Stores 


RUSSELLVILLE, ARK.—Purchase by 
Fred Thompson, proprietor of the 
Thompson Shoe Store, of the J. A. 
McGraw Building, next door, south 
from the shoe store on Commerce 
Street, has occasioned other changes 
in local mercantile establishments. The 
Huer-Sims Shoe Store, which occupied 
the McGraw Building, moved recently 
to the Harkey Building. Mr. Thomp- 
son will remodel the McGraw Building 
with a modernistic front before mov- 
ing into it. 


Caplan's Boot Shop Remodeled 


TARENTUM, PA.—The Caplan’s Boot 
Shop, severely damaged by the recent 
flood, is being entirely remodeled and 
will reopen on or about August 15. The 
management reveals that the opening 
will be marked by a Fall shoe style 
show for women, men and children, The 
entire stock to be carried will be new. 
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final step in shoe manufacture. 


was built. 


should. 


your display look alert, alive. 
shoes people will want. 





LAST BUT NOT LEAST 


When displaying your shoes, you have reached the 


the varied processes and procedures of shoe building, 
the last was the essential around which the shoe itself 


In displaying your line, show the shoes as per- 
fectly as they have been created. 
lines and contours. Do not lose the exact modeling 
the modern last has given your shoes. 


Use Fairy Forms for display. Only with them will 
your shoes hold the soft curves and graceful form 
that catch your customers’ eyes. 
Forms will your shoes appear as perfectly as they 


For Fairy Forms are as micromatically exact as the 
last on which the shoes were built. 

















And throughout all 


Keep their basic 


Only with Fairy 


They'll make 
They’ll assure you 


They'll assure you sales! 
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First Fall Shoe Ads Appear 


[CONTINUED FROM PAGE 32] 


the first of the Fall shoe announce- 
ments means anything as a basis for 
prognostication, it would seem to fur- 
nish good ground for the expectation 
that the coming season will witness 
some dramatic if not sensational shoe 
promotions, particularly in the field 
of women’s footwear. Materials may 
be conservative, with black suede pre- 
dominating in the earlier part of the 
season, but retailers will key their 
advertising to the interest in patterns 
that are new and different and will 
dramatize their origin and the sources 
of their fashion inspiration. For ex- 
ample, I. Miller, in an early August 
ad that gives a glimpse of Fall, fea- 
tures a group of styles that this house 
calls “Modern Elizabethans,” and des- 
ignates them as “brilliant adaptations 
from 16th Century fashions of Eliza- 
beth the Queen.” Describing this group 
of shoes the copy says: 
‘High-in-front shoes . . echo of the 
flamboyant era when Queen Elizabeth set 
the fashions . . . march into the Autumn 
scene with the ‘modern gloss of novelty. 
Bat wing and papillon effects soar over 


the instep . for flattering emphasis with 
the shorter ‘skirts in casual, —_- formal 


and formal fashions for 
Sharcctmteticntiy, I Miller ie orcs “with 
a superb collection . nguished a 


the incomparable style, R=. and 


taking detail which is inherent wi om 





old school of master craftsmen who find 
their art a labor of love. ... Who, with rare 
genius and costly material, have invested 
these shoes with old-world romance and 
flourish ... even as the artisans of Eliza- 
beth’s own day.” 

The types of shoes shown in the ad in- 
cluded ecg ol in black suede with pat- 
ent leat 
trim, brown suede w 
green, wine or aubergine suede with braid 
trim, black or brown suede with matching 
crocodile calf, black suede with patent 
leather piping. 

Perhaps one of the factors that has 
contributed to the acceleration of Fall 
shoe promotions is the success that 
retailers have undoubtedly had this 
season in cleaning up their Summer 
stocks. This applies to white shoes, 
sport shoes and all sorts of Summer 
specialties in the New York retail 
area, and reports from other cities 
would seem to indicate that clearances 
have been quite successful generally 
the country over, with the result that 
stocks have been reduced to a rela- 
tively low level for this time of year. 
And there are still some weeks ahead 
in which to dispose of the remaining 
quantities of Summer shoes. 

The fact that most of the sale ads 
by the first of August were stressing 
the “Final Clean-Up” of Summer shoes 
would seem to give weight to the im- 
pression that retailers have been 





pretty successful in cleaning their 
Summer stocks, and it prompts the 
suggestion that those who have not 
fully perfected their plans for an 
early and vigorous promotion of Fall 
footwear should lose no time in put- 
ting the finishing touches on their 
ads, window trims, direct mail mate- 
rial and other ammunition that’s cer- 
tain to be needed in making the com- 
ing season’s business the best and 
most profitable of any year since 1929. 


To Double Output 


MARBLEHEAD, Mass.—MacDonald 
Bros. & Paine have leased another floor 
in the Association factories, and will 
double their output of shoes, which 
consist of men’s slippers and boys’ 
shoes, both being made by the Marble- 
head turn process. 

John D. Paine, of the firm, was of 
the former firm of Humphrey & Paine, 
and the MacDonald brothers are vet- 
eran Marblehead shoemakers. 


New Front for Forsythe Store 


PITTsBURGH, Pa. — The Forsythe 
Shoe Store on Fifth Avenue here is 
erecting an entirely new front. The 
front will be ultra-modern in design 
and plans indicate that it will be one 
of the most attractive on the avenue. 
Business is being continued with no 
interruption while the construction 
work is under way. 
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Shoe Veuws 


THIS WEEK IN THE SHOE TRADE 


SATURDAY, AUGUST 15, 1936 





NATIONAL NEWS 





Lape Extends World-Wide Invitation 





Believes World-Wide Attendance of Shoe Merchants Will Extend 
Usefulness of National Shoe Fair 


New York.—Sailing on the S. S. 
Queen Mary, August 12, Herbert N. 
Lape, chairman of the National Shoe 
Fair, went to Europe to extend to shoe 
merchants everywhere, an invitation to 
attend the National Shoe Fair at the 
Palmer House in Chicago, January 4, 
5, 6, 7, 19387. 

A world-wide attendance of shoe 
merchants is an idea of his to extend 
the usefulness of the Fair as a center 
for progress in the arts of making and 
merchandising footwear all over the 
world. While in England he may con- 
fer with shoe men who have played a 
part in the development of European 
fairs as expositions of industrial art. 

He advocates a liberal interchange 
of experience and information among 
merchants all over the world. A reali- 
zation of the inter-relationship of all 
parts of the industry should create a 
new efficiency in ideas, new plans and 
lead to industrial commercial progress. 
The interchange of world-wide in- 
formation will create confidence in ma- 
terials, markets and methods of mer- 
chandising. 

For several months the joint com- 
mittees of the National Boot and Shoe 
Manufacturers Association and the 
National Shoe Retailers Association, 
have been deliberating on the next ex- 
position. The committee reports that 
approximately 850 rooms are now 
available under one roof at the Palmer 
House in Chicago, which indicates the 
greatest show of its kind ever held. 





N.Y.S. Retailers Propose 
Licensed Shoe Fitters 


BuFFALo, N. Y.—One of the matters 
that will come before the convention 
of the New York State Shoe Retailers 
Association convention at Rochester, 
Sept. 13-16, will be a proposal to en- 
dorse a bill in the New York State 
Legislature requiring licensing of shoe 
fitters. This measure has aroused a 
great deal of interest, so much so 
that already some 20 shoe retailers 
in various parts of the state are pre- 
paring to enter the political lists and 
make the race for either the assembly 
or state senate. Among these is Carl 
Sickler, who operates the Nunn-Bush 





DATES TO REMEMBER 


Labor Day ........... Monday, Sept. 7, 1936 
Official Leather Opening, Tanners Council 
of America, and National Shoe Retail- 
ers Association Style Conference for 
Spring, 1937, Waldorf-Astoria Hotel, 
Sept. 14, 15, 1936 
Hebrew New Year... Thursday, Sept. 17, 1936 
New York State Shoe Retailers Associa- 
tion 18th Annual Convention, Hotel 
Seneca, Rochester, N. Y., 
Sept. 27, 28, 29, 1936 
Columbus Day........ Monday, Oct. 12, 1936 
Annual Meeting Tanners' Council of 
America, Palmer House, Chicago, Ill., 
Oct. 14, 15, 1936 
Election Day.......... Tuesday, Nov. 3, 1936 
Spring Style Showing, Shoe Fashion Guild 
of America, Waldorf-Astoria Hotel, 
Nov. 5, 6, 7, 1936 
Thanksgiving Day .... Thursday, Nov. 26, 1936 





store in the Ellicott building, who ex- 
pects to run for the assembly from the 
sixth district. The bill is expected to 
receive the backing of the state asso- 
ciation. 





Council Convention 
Dates Changed 


New York—The Annual Meeting of 
the Tanners’ Council will be held on 
Wednesday and Thursday, October 14 
and 15, instead of October 15 and 16 
as previously announced, at the Palmer 
House, Chicago. 





Canadian Footwear 
Imports Increase 


MONTREAL, CANADA—Canada’s_ im- 
ports of footwear, except rubber, in 
June were valued at $52,212 as against 
$45,198 a year ago. The amount from 
United States was $22,393 and from 
the United Kingdom $19,432. Ladies’ 
leather boots and shoes from Czecho- 
slovakia were valued at $25,104 com- 
pared with $22,787. 

The United Kingdom at $14,685 was 
the largest purchaser, followed by 


Jamaica at $3,690; New Zealand at 
$2,007; Germany $1,949. 





Leopold New General Manager 
of Physical Culture Shoes 


New York—Louis A. Leopold has 
been appointed general manager of the 
Physical Culture Shoe Sales Corp., a 
subsidiary of the Selby Shoe Company. 

Mr. Leopold, who is prominently iden- 
tified with the shoe industry having 
served as organizer and director of sev- 
eral well-known firms, will direct the 
active re-entry on a national scale of 
the Physical Culture Shoe line into the 
medium priced shoe field. 

In 1921 Mr. Leopold founded the 
Adapto Shoe Corp. He later assumed 
the presidency of the Coward Shoe 
Company of New York and Boston, and 
also of the Leopold Shoe Co. and the 
Bender Shoe Company. 

Mr. Leopold will operate from the 
Physical Culture Shoe Sales Corp., 130 
West Forty-second Street, New York 
City. 


Will Make Headquarters in Paris 


CAMBRIDGE, Mass. — Theodore T. 
Miller, general sales manager of 
Dewey and Almy Chemical Company, 
sailed on August 1 for Paris, where 
he plans to make his headquarters for 
the next three months, to be in closer 
touch with the needs of the European 
field. 

Mr. Miller, who has been at the 
Cambridge, Mass., office of the Dewey 
and Almy Company since last No- 
vember, was for long associated with 
the Paris office of the company, from 
which for ten years he was in charge 
of all European sales. His return to 
Paris, as well as the extended visits 
which Henry L. Gilbert, Jr., has re- 
cently paid to the various Dewey and 
Almy branches, Mr. Miller explains, 
is part of the Dewey and Almy pro- 
gram for the close interrelationship 
and exchange of ideas throughout their 
organization, which they believe is a 
vital factor in serving the shoe trade. 





New Addition to Shoe Factory 


NELSONVILLE, OHIO—Work has been 
started on the construction of a three- 
story brick addition to the William 
Brooks Shoe Company factory here. 
Expected to be completed within a 
month, it will permit the factory to 
increase its working staff from 150 to 
200, and increase the production rate 
from 1600 pairs to 2100 pairs a day. 
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An Opinion on the Robinson- 
Patman Law 


[CONTINUED FROM PAGE 28] 


permits quantity discounts only where 
the same represent only actual differ- 
ences in the cost of manufacture, sale 
or delivery resulting from the quan- 
tity sold or the method used in mak- 
ing delivery. 

This new requirement presents a 
serious condition because of the in- 
herent difficulty of making a precise 
determination of the differences in the 
cost of manufacture and in the ex- 
penses of selling and of delivery. Be- 
cause of this difficulty, serious doubt 
is being expressed by legal experts as 
to the legality or the constitutionality 
of this provision. 

For present purposes, it seems ad- 
visable that a company or firm con- 
fronted with this question, ought not 
to be precipitate or hasty in changing 
its present pdlicies, except insofar as 
a condition clearly exists whereby 
quantity discounts are given to large 
purchasers to an extent manifestly 
discriminatory, - unfair or oppressive 
toward or upon smaller purchasers. 
By this it is meant that where a com- 
pany or firm has, in good faith, and 
in the ordinary and customary meth- 
ods of business, been giving quantity 
discounts to larger purchasers, and 
such discounts are made fairly and in 
good faith in the honest belief upon 
the part of the seller that such dis- 
count fairly represents the saving 
gained by the seller because of such 
large quantity—tthen there ought to be 
no precipitate, if indeed any, change 
in such policy. 

A further and important provision 
of the new law is that which gives to 
the Federal Trade Commission the 
power to establish the maximum limits 


A. C. 


3 O 


TON 


of the quantities for which discounts 
may be given. This power is made sub- 
ject to the requirement that before the 
Commission can fix such quantity 
limits, it must find 

“that available purchasers in greater quan- 
tities are so few as to render differentials on 
account thereof, unjustly discriminatory or 
promotive of monopoly.” 

It is obvious that the purpose of this 
provision is to prevent a seller from 
fixing a discount upon very large quan- 
tities—so large that the average or 
smaller purchaser would never be able 
to purchase in such quantities—there- 
by placing the latter under a discrim- 
inatory disadvantage as against such 
larger purchasers. 

Inasmuch as this situation is one 
that does not affect the majority of 
sellers, it will not be dealt with at 
length in this opinion. 

It is, however, important to say that 
highly expert legal opinion has been 
expressed to the effect that this pro- 
vision is unconstitutional, because the 
power thus given to the Commission 
is not defined or limited by proper 
standards, but is left to the uncon- 
trolled discretion of the Commission. 
. Legal authority exists, namely de- 
cisions of the Supreme Court, which 
seem to support this view of uncon- 
stitutionality. 

Another respect in which the new 
law differs from the old, is that in the 
latter, price-discrimination was for- 
bidden only 
“where the effect of such discrimination may 
be to substantially lessen competition or 


tend to create a monopoly in any line of 
commerce” ; 


whereas in the new law there is added 
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to the words above-quoted the further 
words: 
“or to injure, destroy, or prevent competi- 


tion with any rson who either grants or 
knowingly receives the benefit of such dis- 
cemninaee, or with customers of either of 
them.” 


Forbids Discrimination 


The effect of this change in the law 
is that price-discriminations are for- 
bidden not only where they substan- 
tially lessen competition or tend to 
create a monopoly, but also where the 
effect may be to injure, destroy or pre- 
vent competition—thus adding the new 
element of injury to a customer of 
either party engaged in such dis- 
crimination. 

For the present purpose of this 
Opinion, it does not seem necessary to 
dwell upon this additional provision, 
because it seems likely that it does not 
add materially to the former law. 

It is important to point out that in 
the new law there is contained a 
further provision that in any prosecu- 
tion brought by the Commission on the 
charge that a forbidden price-discrimi- 
nation exists, then when the Commis- 
sion furnishes any proof of that fact, 
the burden of rebutting such proof is 
placed upon the person charged with 
such violation, but with the right to 
such person to show 


“that his lower price .. . was made in good 
a to meet an equally low price of a com- 
petitor.” 


New Provision 


This provision is entirely new, and 
its full effect and meaning are open to 
doubt. For purposes of present action 
it seems proper to say that it gives 
considerable latitude for lower prices 
and for the granting of quantity dis- 
counts upon sales made on a fair and 
proper basis and in good faith, for the 
true purpose of directly meeting an 
equally low price of a competitor. 

The only advice that can now be 
given on this point is that the exercise 
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of sound common sense and good faith 
ought to be a sufficient guide until 
there shall be some definite and author- 
itative opinion officially expressed. 

Another important and new pro- 
vision is that which relates to the pay- 
ment of brokerage. 

The debates in Congress indicated 
that this constituted an important in- 
centive for this new law. Great em- 
phasis was placed in the Hearings be- 
fore the House Committee and the de- 
bates in Congress, upon the conten- 
tion that large purchasers had estab- 
lished the practice of buying only 
through a brokerage concern to whom 
commissions had to be paid by the 
seller; and it was alleged that such 
brokers were often owned and con- 
trolled by the buyer in question, so 
that the payment of commissions to 
such brokers by the seller, resulted in 
the same being paid over by the broker 
to the buyer, and therefore constituted 
a price-discrimination in favor of such 
buyer. The new law undertakes to 
prohibit this practice. This provision 
(Sec. 2 (e) ) is expressed in language 
so involved and confusing, that doubt 
exists as to its legality or constitu- 
tionality. Nevertheless, its true im- 
port seems to be reasonably clear and, 
therefore, buyers who are engaged in 
such practice ought to take immediate 
notice of this new provision and con- 
sult their own counsel concerning the 
same, 

Another and very important new 
provision (Sec. 2 (d) ) is that which 
forbids payments to a customer as 
compensation 


“for any services or facilities furnished b 
or through such customer in connection with 
the processing, handling, sale, or offering for 
sale, of any products or commodities manu- 
factured, sold or offered for sale by such 
person, unless such payment or considera- 
tion is available on proportionally equal 
terms to all other customers competing in 
the distribution of such products or com- 
modities.” 


A somewhat similar provision is 


BOOT AND SHOE RECORDER, August 15, 1936 


found in Sec. 3 of the new law. This 
section was inserted at the very end 
of the debates in the Senate. It previ- 
ously constituted a separate Bill known 
as the Borah-Van Nuys Bill. Because 
of the fact that it thus constituted a 
separate Bill stated by its principal 
author, Senator Borah, as intended to 
cover the entire situation—it has neces- 
sarily resulted that this new section 
overlaps the provision just quoted 
(Sec. 2 (d) ), in some respects, and ‘in 
doing so, confusion has resulted. 

This seems true for the reason that 

Sec. 3 forbids any person: 
“to be a party to, or assist in, any transac- 
tion of sale, or contract to sell, which dis- 
criminates to his knowledge against com- 
petitors of the purchaser, in that, any dis- 
count, rebate, allowance, or advertising ser- 
vice charge is granted to the purchaser over 
and above any discount, rebate, allowance, 
or advertising service charge available at 
the time of such transaction to said competi- 
tors in respect of a sale of goods of like 
grade, quality, and quantity.” 

A comparison of the two quoted sec- 
tions clearly shows an overlapping and 
a confusion. Each of them is directed 
to meet the situation disclosed in the 
Hearings held by the Committee where- 
in testimony was given tending to show 
that it is a very common, if not uni- 
versal, practice upon the part of large 
manufacturers to make payments to 
retail customers who give to such 
manufacturers facilities for window- 
displays .and counter-displays and 
other like facilities, in order to adver- 
tise the products of such manufac- 
turer; also similar payments by manu- 
facturers to wholesale customers for 
promotional facilities afforded by them 
in having their salesmen make special 
efforts to promote the sales of the 
products of such manufacturers, and 
in giving other like promotional co- 
operation to such manufacturers. 

Under Sec. (d) such payments are 
forbidden unless “available on pro- 
portionally equal terms to all other 
customers, etc.” 
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Under Sec. 3, such payments are 
forbidden unless 
“available at the time of such transaction to 
said competitors in respect of a sale of goods 
of like grade, quality, and quantity.” 

It will be observed that in the former 
section the language used is “avail- 
able on proportionally equal terms,” 
while in the latter section the language 
used is merely “available.” 

Setting aside, for the time being, 
this overlapping and difference of ex- 
pression, it seems clear that both sec- 
tions aim at forbidding manufacturers 
or sellers generally from making pay- 
ments for such facilities, unless similar 
payments are made available to all 
competitors of the customer receiving 
such payment. 


Constitutional? 


Grave doubt has been expressed 
whether either of these provisions is 
legal or constitutional. This doubt is 
based upon the contention that it is 
difficult, if not impossible, for a seller, 
even though acting in the best of good 
faith, to determine this question of 
“availability.” It is asserted that 
where a seller, acting in good faith, 
deems it to his best interests to pro- 
cure from a customer, advertising and 
promotional cooperation and facilities 
of the kind above-mentioned, and to 
pay the customer a reasonable price 
therefor—it is in actual practice diffi- 
cult, if not impossible, for him to under- 
take to obtain and pay for similar ser- 
vice or facilities from all of his cus- 
tomers and to determine the proper 
payment to be made therefor. Com- 
petent legal opinion has been expressed 
that such a provision is unconstitu- 
tional as being violative of due process 
of law, in that it compels a seller, 
against his best interests, and against 
his will, to enter into contracts requir- 
ing payments to all of his customers, 
merely because such seller, in good 
faith, deems it to be to his interest to 
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obtain such services and facilities from 
particular customers who, in the seller’s 
honest judgment, can alone furnish to 
him the services and facilities men- 
tioned. 

It is contended, moreover, that these 
provisions are illegal and unconstitu- 
tional on the ground that the require- 
ment of “availability” is too indefinite, 
and is devoid of proper standards, 
whereby such availability may be de- 
termined, not only on the part of a 
seller striving to conform with such 
provision in good faith, but also upon 
the part of the Federal Trade Com- 
mission and of the Circuit Court of 
Appeals in reviewing any orders issued 
by the Commission. 

A more substantial objection has 
been asserted with respect to Sec. 3, 
for the reason that this section con- 
tains a provision making the violation 
thereof a criminal act punishable by 
fine and imprisonment. 

Inasmuch as criminal laws are sub- 
ject to the most strict construction as 
to meaning, standards, etc., it is as- 
serted upon responsible legal basis 
that because the element of “avail- 
ability” contained in this section does 
not carry with it any provision as to 
the standards by which such avail- 
ability may be determined, it is uncon- 
stitutional and unenforceable. 

Until, however, further time has 
elapsed so that some official interpre- 
tation may be given with respect to 
these two sections—any company or 





firm having this question before it 
eught to consult with its own counsel 
before taking definite action. 

For the present, it is proper to say 
that any company or firm now con- 
fronted with, the necessity for making 
a decision with respect to its practice 
of making payments to customers for 
advertising-service, window-displays, 
promotional activities and other like 
services—ought to give prompt atten- 
tion to its situation if such payments 
are in fact not genuine payments for 
the services thus received, but are in 
excess of the value of such services, 
and are purposely made excessive in 
order thereby to give to the customers, 
to whom such payments are made, a 
secret rebate amounting to an unfair 
discrimination. In other words, if 
these payments are nct bona fide, but 
are mere camouflages for secret re- 
bates, then a different situation exists, 
and great care ought to be exercised 
lest the new Law shall be violated. 

Summarizing the situation with re- 
spect to the new Law as above set 
forth, it is evident that Congress in- 
tended to place obstacles in the path 
of very large business concerns, such 
as chain stores in particular, so as 
to take away from them the advan- 
tage which it is alleged they have pos- 
sessed, namely, that by virtue of large 
purchasing power, they are enabled to 
make their purchases at much lower 
prices than their smaller competitors. 
It was asserted in Congress that the 
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growth of chain stores has been very 
great, and that it constitutes a menace 
to the continued existence of the vast 
number of smaller and so-called inde- 
pendent competitors. It has been as- 
serted' that the strong position gained 
by the chain-store system has been 
detrimental to the prosperity and wel- 
fare of smaller competitors generally, 
and particularly in small communities. 
This is based upon the assertion that 
small business concerns are unable to 
meet the competition of these larger 
concerns, and that this is due largely 
to the power possessed by the latter of 
making their purchases in such large 
quantities, that they are able to obtain 
very low—and, it is said, discrimina- 
tory—prices, which are reflected in 
lower sales-prices which the smaller 
concerns cannot afford to meet. It is 
further charged that damage is there- 
by caused, especially in smaller com- 
munities, through the fact that the 
units of chain-store systems situated 
in such smaller communities, are really 
not a part of such communities, but 
are owned by companies having head- 
quarters in the great financial centers, 
with the result that the money earned 
in such units does not remain in the 
communities in which they are situ- 
ated, and thereby benefit such com- 
munities, but are transmitted to the 
headquarters of the particular system. 

Except for the element of “broker- 
age” above discussed, it is generally 
agreed that the main objective of the 
new Law was to curb the growth and 
power of the chain-store system. As 
stated at the outset of this Opinion, 
it. is important to bear this fact in 
mind when thought is given to any 
changes in policy in order to conform 
with the new Law. Obviously, this 
does not furnish an adequate criterion 
upon which to base a decision as to 
such change of policy, but it will be 
helpful to bear that fact in mind when 
consideration is being given to any 
such change in policy. 

In the main, and pending a clearing- 
up of the present confused situation, a 
safe guide ought to be an honest and 
sincere study of any existing problems 
so as to determine whether, as a mat- 
ter of sound good sense, any policy 
under consideration does in true sub- 
stance and fact amount to a hurtful 
or injurious discrimination, not sup- 
ported by sound business principles 
and business morality. 





Holds Foot Clinic 


CHARLEROI, PA—The Claybaugh & 
Milliken Shoe Store here conducted a 
highly successful shoe clinic recently. 
Feeling that the customer should know 
more about the shoes he wears than 
just the size and price, the manage- 
ment held informative sessions on how 
to get relief from foot ailments and the 
type of shoes that are best to wear. A 
special representative from the store’s 
foot and shoe research department was 
cn hand to give advice. The entire ser- 
vice was free of charge. 
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STOCK No. 247 
New Castle's Black Shadow 
Kid with Black Patent Leather 
Trim. 





SHERWOOD 
Che Cocktail 


New Castle's Brown Shadow 
Kid with Brown Patent Leather 
Trim. 


Once more, Sherwood leads the 
shoe field! 
SHADOW KID, produced by the 
New Castle Kid Company, is des- 
tined to become one of the season's 
dramatic successes. It is presented 
here in a striking one eyelet tie, 
highlighted with gleaming Patent 
Leather, and constructed over a new, 
youthful round toe last. 


STOCK No. 248 


In-stock catalogue will be sent you upon request 


SHERWOOD SHOE CO., ROCHESTER, N. Y. 


1937 LAST 
19/8 HEEL 
AAAA to B 


presents a Fashion Hit! 


The new, sensational 


$3.85 











Opens Thirteenth Unit 


New York—On August 15, the 13th 
unit of Dr. Scholl’s Foot Comfort 
Shops, Inc., opens—at 281 Livingston 
Street, Brooklyn, New York. 

This newest addition to Dr. Scholl’s 
Foot Comfort Shops system, including 
stores in key cities from Los Angeles 
to New York, features Dr. Scholl’s 
scientific shoes, appliances, remedies 
and chiropody service . . . in short, a 
complete scientific shoe fitting and foot 
health service. 

Only recently the 12th unit of this 
system was opened at 349 Fifth Ave- 
nue, New York City, across the street 
from the Empire State Building. -With 
fitting booths on the main floor and 
in its air-conditioned basement, every- 
thing known to foot health service is 
featured. Patronage followed the 
opening of its doors and recommended 
business has already assumed gratify- 
ing proportions. 

Feeling that a borough with a pop- 
ulation of approximately two million 
people needed this unit, Dr. Scholl 
states that he looks forward to the 
same record of accomplishment that 
has followed the opening of each shop 
to date. 


Shoe Company Incorporated 


ABERDEEN, WaSH.—The Adams & 
Light Shoe Company, Inc., has been 
recently formed and duly incorporated 


as the newest retail shoe outlet in this 
western Washington lumber city. In- 
corporation has been set at $3,000, 
for the purpose of dealing in shoes. 
The incorporators of this new business 
are W. Birl Adams, E. C. Light and 
Harriet Light. 


H. J. Deters Wins Limerick Prize 


BuFFALO, N. Y.—H. J. Deters, busi- 
ness manager of the Buffalo Shoe 
Retailers Association, by his wit, has 
assured himself of a quart of ice 
cream each Sunday for the balance 
of the Summer. The ice cream was 
awarded him by the Rich Ice Cream 
Company for his winning limerick in 
a contest staged by that company. He 
wrote the following: 

“If the Bisons win 

Or the Bisons lose, 

It’s Rich’s Ice Cream 

The fans always choose.” 


Spat Catalog Issued 


Cuicaco—The Williamson Manufac- 
turing Company, makers of Bond 
Street Spats, have just released their 
new catalog of spats for the Fall and 
Winter seasons. Also enclosed with 
each catalog is a swatch folder with 
a swatch of each type of felt and color 
used in the Bond Street line. Copies 
of this interesting catalog will be 
gladly sent to merchants on request. 


Completes Successful 
Shoe Fitting Course 


PITTSBURGH, Pa.—Dr. William M. 
Scholl held a successful five-day course 
in scientific shoe fitting at the Webster 
Hall, here, recently. Shoe store oper- 
ators from the tri-state territory were 
on hand to listen to the noted foot 
authority and pioneer in shoe fitting 
methods. Among retailers who won 
scholarships for training at Dr. 
Scholl’s school in Chicago was Frank 
Fry of the Pascoe Brothers Shoe Store 
in Carnegie, Pa. 


Rivkees' Store to Move 


MONESSEN, Pa.—Rivkees’ Army Store 
here, which carries a full line of na- 
tionally advertised shoes, will move 
October 1 from 474 Donner Avenue, 
its present location, to larger and mod- 
ern quarters at 541 Donner Avenue. 
Harry Rivkees, owner, states that the 
store will occupy both floors in the new 


location. : 


A. C. Warren Made Manager 


SANTA Rosa, CALIF.—A. C. Warren 
is now manager of the Roberts Shoe Co. 
He was formerly with Ralph Runkle 
of Santa Barbara. The Roberts Shoe 
Co. operate and own the shoe depart- 
ments in The White Houce in this city 
and in Carithers, Napa, Crowley and 
Vallejo, all in California. 
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BOWLING SHOES 





MEN’S BOWLING SHOES 
No. 1006 
Black Kid Upper — Right Foot 
le—Lett Fo Foot ‘Buckskin 
5 White Hubber Heel— 
Sizes 6 to 11. 


By 1.80 Pr. 
oi Fed. Tax. 


MIDWEST SLIPPER 
MFG. CO. 
Peoria St. 


512 8. 
Chicago, til. 
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Dancing and Bowling Shoes 





BUYA Se 


We carry athe 4 dancing shoes; 
also a complete line of bowling shoes. 


Write for price list 
ROVICK THEATRICAL SHOE CO. 


Man 
325 W. Madison St. Chicago, Ill. 











Men's Shoes 


“HIGHEST GRADE ONLY” 
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Combines Ideas in New Store 


The new store of O. E. Thorp in Seattle, which was planned from a combination of ideas, 
gathered by him in a survey of shoe store layouts throughout the country. 


SEATTLE, WASH.—When O. E. Thorp 
set about to consider details for his 
new shoe store in Seattle, he went 
about it in precisely the same fashion 
as he would in planning out a shoe 
stock. 

First the selected location had been 
analyzed in reference to its being an 
acceptable one for the kind of trade to 
which the store would cater. The buy- 
ing habits of the trade were studied 
in order that the establishment would 
be comfortable and homey. 

A long trip was made in order that 
new store ideas from all parts of the 
country might be weighed. All kinds 
of stores were inspected from Ogden, 
Utah, to New York City. Every time 
Mr. Thorp went to another city he 
made notes of clever detailing, so when 
the time came to build, the present 
plans were assembled from a multi- 
plicity of ideas. 

Starting with the windows, the trend 
toward small unit windows was car- 
ried out quite successfully. The win- 
dows are raised thirty inches from the 
sidewalk, with each window four and 
a half feet high by thirty-two inches 
deep. Painting the windows flesh color 
with nile green ceilings was a thought 
picked up in Chicago which worked out 
in a very pleasing fashion. A chro- 
mium and black front forms an ef- 
fective setting frame for the window 
displays. 

Concealed shelving in a woman’s 
shoe store is much better than showing 
cartons, the management believes. 


Then, too, many bad personal habits 
which salesmen unconsciously acquire 
are not so apt to be seen by the trade 
in the salon type of store. Selling is 
speeded up when the shoes are racked 
in aisles rather than on shelves, Mr. 
Thorp has found. So, all in all, he is 
sure that this store arrangement is 
best for his type of business. Atten- 
tion is called to the nine modernistic 
display units around the side walls. 
Full length mirrors which reflect from 
three. angles, prove pleasing to the 
store patrons. The interior is finished 
in greenish-blue with overstuffed chairs 
in contrasting colors. 

After twenty-two years in the retail 
shoe business, with the past fourteen 
of them spent as an executive in one 
of the city’s leading shoe stores, Mr. 
Thorp started this store on a very 
definite basis. The one aim is to do a 
real merchandising job built around a 
real service establishment. 

“There is no extreme point of profit 
that we will not go to, in order to 
satisfy our trade,” he declared. “I be- 
lieve there is a place for a shoe store 
of this sort in every community, a 
store which is willing to do the things 
which others, by the very nature of 
their set-up, cannot do. Doing these 
things enables a store to give real per- 
sonalized service, which will gain busi- 
ness from the start.” 

Red Cross shoes form the basic line, 
while Paradise and store branded shoes 
are carried in the highest priced 
grades. 





Opens Individual Shoe Store 
DerRoIr, Micu.—An individual shoe 
store is being opened in Midland, Mich., 
by the Midland Cut Rate Store, Inc., 
of which Charles Glass is manager. The 
store recently moved from its old loca- 
tion, taking the general clothing store, 


with a large shoe department, into a 
new location. The old location is now 
to be used solely for shoes, with a bar- 
gain basement and better class mer- 
chandise upon the main floor, making 
another modern shoe store in this pro- 
gressive upstate town. 
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Burt’s Shoe Store, Chicago, Mlinois 


Luxurious Beauty Underfoot 
Helps Sell Footwear 


A shoe feels softer, more pliant, more com- 
fortable when those first testing steps are 
taken on a luxurious, high pile carpet. 

Likewise the beauty of a tastefully pat- 
terned, soft floor covering creates that favor- 
able first impression on customers as they 
enter the shop. They respond more readily 
to the salesmen’s selling efforts. 

Such considerations were behind the selec- 
tion by Burt’s Shoe Store, Chicago, Illinois, 
of a special Mohawk Wilton for the new 
store illustrated above. 

The result was the creation of a beautiful 


establishment, where good taste combines 
with efficient arrangement to increase the 
sales volume of fine shoes. 

Mohawk manufactures a line of quality 
Broadlooms, both in solid colors and in 
scores of lovely patterns. 

They come in seamless widths from 27 
inches to 15 feet. 

Wire Mohawk collect when you have a 
floor covering problem. The Mohawk Ad- 
visory Service will gladly cooperate without 
cost in finding the most attractive and eco- 
nomical solution. 


MOHAWK CARPET MILLS 


GENERAL SALES OFFICE: 295 FIFTH AVE., NEW YORK, N. Y. 
Regional Sales Offices: 


BOSTON 
LOS ANGELES 


CHICAGO — 





DALLAS 
PHILADELPHIA 





DES MOINES 
SEATTLE 


DENVER 
SAN FRANCISCO 
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Children's Footwear 








MBS. DAY’S IDEAL BABY SHOES 
infants’ Soft Soles.. 0-3 
Intermediates 
Flexible Hard Soles. 2-8 
Send for In-Stock 
Catalog 


MRS. DAY’S IDEAL BABY 
Locust St. Danvers, Mass. 

















“PLA-SHU” . 
Inexpensive All Leather 


Made on new UCO process, sta Made 

BROUWER'S Research Last $8. ae snd 
IN-STOCK 
Muleskin 


Sand with Brown Trim 
No. 2000 sizes 6 -11 

“ W%- 2 
2%- 6 


“ 2004 “ 6 -12 
Same in Elk 
Smoked with Tan Trim 


pean’ SS ee Ore Sizes 6-11 with 
} Hoviente rubber heels. 


.: Health Shoe. The 
“PLA-SHU” chroular 


Pennie 
leather gives foot ventilation. 
sent om request, 


MONDL MFG. CO. - - - Oshkosh, Wis. 
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Opens First Eastern Branch 
Sales Office 


Newark, N. J.—Their first branch 
sales office in-the East will be opened 
in the National Newark Building by 
Mock, Judson, Voehringer Company 
under a lease. The concern manufac- 
tures the Mojud hosiery and has its 
main office in New York City, with 
other branch offices in Chicago, San 
Francisco and Los Angeles and mills 
in Greensboro, N. C.; Philadelphia and 
Long Island City. 





Obituary 
Arthur F. Mueller 


MILWAUKEE, Wis.—Arthur F. Muel- 
ler, 52, superintendent of shoe manufac- 
turing plants in Wisconsin and Minne- 
sota for 22 years, died August 6 at his 
home here, after a two weeks’ illness. 
His last position was that of superin- 
tendent of the Herbst Shoe Co. at 
Cedar Grove, Wis. He was with that 
concern two years prior to its closing 
last November. 

Born in St. Louis, Mo., Mr. Mueller 
had been in the shoe manufacturing 
business since he was 14 years old. 
About 10 years ago he was superin- 
tendent of the Meyer Shoe Co. of Mil- 
waukee. He is survived by his wife, 
three daughters and a son. 





Charles E. Hans 


Fort WayYNE, INpD.—Charles_ E. 
Hans, 79, retired shoe merchant, died 
August 4 at his home, 2325 Broadway, 
after an illness of several months. Mr. 
Hans operated a retail shoe store at 
Broadway and Wall Street for many 
years, retiring from business 15 years 
ago. He was born in Mishawaka but 
had resided in Fort Wayne during the 
last 55 years. He is survived. by. .his 
widow, a daughter, a son and four 
sisters. 





Percy Neubrand 


BEREA, OnHI0O—Percy Neubrand, 67, 
president of the Neubrand Shoe Com- 
pany here, died July 30 after a long 
illness. He is survived by his widow, 
a daughter, two brothers and a sister. 
Mr. Neubrand was also treasurer of 
the bank of Berea. 

Masonic funeral services were held 
in the Berea Methodist Episcopal 
Church and burial was in Woodvale 
cemetery. 


Frank H. Arnold 


DayToNn, OH10—F rank H. Arnold, 72, 
retired shoe man, died August 2 at his 
home here. He had been a resident of 
this city for the past 57 years and 
previous to his retirement in 1934, he 
had been associated with the E. P. 
Reed Shoe Manufacturing Company of 
Rochester, N. Y. Mr. Arnold was active 
in Masonic circles and was also a mem- 
ber of the Knights of Pythias. 

He is survived by a son, two daugh- 
ters and five grand children. 








James L. Crowley 


MILWAUKEE, Wi1s.—James L. Crowley, 
50, general sales manager of the E. F. 
Houghton & Co., oils and leather 
agency, died August 1 at his home 
here. He had been sales manager of 
the Houghton Co. in Milwaukee for 
five years and before that was with 
the company in Chicago for 15 years. 

Surviving him are his wife, four 
daughters and a son. 
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ELAM'S. 


PRE-WELTS 





ROCHESTER 
MADE 






STYLE 553 


Children's quality shoes that will 
bring you profitable business, and 
keep bringing it back profitably. 


IN-STOCK 


STYLE 553—TAN ELK—SIZES 2 TO 8 
STYLE 554—WHITE ELK—SIZES 2 TO & 
FOLDED EDGE 


F. S. ELAM SHOE CO. 





















New Company to Distribute 
Enco Products 


Detroit, Micu.— The Chromecraft 
Company, at 812 Lafayette Building, 
has been formed by A. S. McNeil and 
Howard M. Whiting, to take over na- 
tional distribution of the chrome prod- 
ucts of the Enco Manufacturing Com- 
pany. The products will be marketed 
hereafter solely under the Chromecraft 
Label. 

They include a wide range of display 
fixtures, card holders, and art special- 
ties for use in store display work, all 
being chrome-plated. The company 
recently sold a large order of fixtures 
to R. H. Fyfe and Company, .which 
have attracted widespread attention. 





35 Summer Shops Opened 


Far Rockaway, L. I.—In the Rock- 
aways, a nine-mile shore resort on 
Long Island, there have been more 
than 35 shoe stores opened for the 
Summer months, a survey by the Boor 
AND SHOE RECORDER correspondent in 
the territory has disclosed. 

Most of the stores remain open until 
the week following Labor Day, be- 
ginning their season on Memorial Day. 
The shops in general carry a scat- 
tered line of men’s and women’s sports 
footwear. 

This year in the section, the all- 
white shoe was the best seller by far. 
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Adrian X-Ray Shoe Fitter, Inc., Milwaukee, Wis. 











Another Morse Store 


SALEM, Mass.—The Morse Shoe 
Stores have leased the store at 216 
Essex, Street, and soon will open 
another unit in their chain of family 
style stores. 





New Broadway Shoe Firm 


New YorK—A new shoe firm has 
been organized by Placido D. LaValle, 
son of the president of LaValle, Inc., 
at 634 Broadway. The new company is 
known as Val-Ars Shoes, Inc., will 





PLACIDO D. LAVALLE 


make shoes in two processes; the san- 
dals, a cemented shoe, will be known as 
Val-Ars process and all closed shoes, 
Goodyear turns, will be known as Val- 
Ars turn. Prices on both will range 
from $6.00 to $7.50 with the exception 
of very expensive materials. 

The new company is now working on 
their line of evening sandals which 
they will be ready to show to the trade 
in a very short time. 


Mid-Summer Window Promotion 


MINNEAPOLIS, MINN.—The mid-Sum- 
mer doldrums and a very violent heat 
wave in Minneapolis were counter- 
acted in The Little Shoe Shop on the 
main floor at Donaldson’s by the as- 
sistance of a window display of cool 
Summer shoes. Only a year old this 
spring, the Little Shoe Shop is one of 
three “little shops” situated in the 
corner of the store which draws a 
great deal of cross-wise traffic from 
busy Seventh Street on through to 
Marquette Avenue. To take advantage 
of this traffic, the store re-decorated 
this corner into three Modern little 
shops; The Little Shoe Shop, The Lit- 
tle Hat Shop, and The Little Sports 
Shop. Although catering in price, ad- 
vertising, and promotion to “youth and 
what youth likes,” there is always a 
noticeable array of shoppers of every 
age. The shoe chairs are on a soft 
carpet in the center of the “shops.” 

The window display of cool Summer 
shoes flanked the entrance which leads 
into The Little Shoe Shop. With the 
gaily hand-written headlines: “Keep 
Cool in Sunshine Sandals,” 24 styles of 
cool Summer shoes were displayed. 
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Bearing out the large back sign which 
advertised them as “feather-light .. . 
air-conditioned . . . styled for warm 
weather chic and comfort” . . . the win- 
dow displayed three assortments of 
shoes. ‘At each side of a center collec- 
tion were colored patent sandals, all 
whites, and patent with white. In the 
center display were woven straw san- 
dals, blue and nautral, brown and nat- 
ural, and flat-heeled linens. There was 
a nice response all week. The window 
carried no prices but signs in the shop 
itself announced that the straw san- 
dals were reduced from $5 to $3.85. 





Three New Shoe Stores 
Under Construction 


SEATTLE, WASH.—Three large future 
homes for footwear are under con- 
struction in downtown Seattle. Store 
facades have gone into retirement for 
the nonce, being concealed behind tem- 
porary wooden fences for the workmen. 

At Baxter’s Fifth Avenue _ shoe 
store, a large financial outlay is being 
‘made, and a fairyland for footwear 
is soon to flower, which will give im- 
petus to its slogan of “Flattering 
Footwear.” Progress is being made 
each day at this Fifth Avenue estab- 
lishment toward its transformation. 

Strength of the shoe business in 
Seattle is further reflected in two 
Pike Street enlargement and remodel- 
ing operations now under way. Felt- 
man & Curme have already created a 
handsome wooden front of wood with 
the name in modern lettering instead 
of the usual fence. Painted blue, the 
facade being used while the $50,000 
remodeling program proceeds, could 
be used indefinitely. 

Further along Pike Street, at the 
corner of First Avenue, close to the 
Public Market, the smart new shoe 
store for Max Block is being set up, 
as one of the major future homes for 
footwear in Seattle. 





Travelers Find Business Good 


St. Louis, Mo.—W. B. Williamson, 
who represents the Moulton Bartley 
Shoe Company, finds that the majority 
of shoe travelers covering their terri- 
tories, find business exceptionally good. 

He gives as his reason that there is 
more money in circulation, people have 
an optimistic idea about the future and 
the coming Presidential campaign will 
have little to do towards lessening or 
interfering with business because busi- 
ness men have been taught by experi- 
ence that irrespective of which party 
gets into office, prosperity will con- 
tinue and the average business man of 
the present day relies upon his own 
ability to get in the dollars. 

Mr. Williamson says that the other 
traveling men on his territory are very 
busy taking down orders and factories 
are cooperating with merchants and 
salesmen for quick deliveries and good 
merchandise with lots of style. 
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GET THE MOST FOR YOUR 
HOTEL DOLLAR IN NEW YORK 







Whether you come to New York regularly or 





rarely, for business or pleasure, you'll find that you 






get superior hotel accommodations for your hoteldollar 





here at the Lincoln, one of Gotham’s newest and 





largest hotels. Private passageway to all subways. 





Four short blocks from the new express highway. 


$950 $50 


from SINGLE from DOUBLE 
DOUBLE ROOMS WITH TWIN BEDS FROM $4.00 
Special rates for longer periods. Send for Booklet c. 







1400 outside rooms, each with bath and shower, cabinet radio and servidor 
..PLUS all the advantages of a 4 on HOTEL IN NEW YORK 












FOR RECREATION... FOR QUIET SLEEP... 





FOR DINING.. 





FOR BUSINESS...One 








block to Broadway and air-conditioned fine an Sixty-nine theatres with- High above the noisy 
Times Square, 3 blocks to taurants...the Coffee in six blocks. Four short clatter of the street, our 32 
Fifth Avenue and eight Shop, the Tavern Grill — hlockstoMadisonSquare _ stories of fresh air and sun- 






and Bar, and the BLUE 
ROOM with dancing. 


E@LINCOLN 


“aa 44TH TO 45TH STREETS AT 8TH AVENUE - NEW YORK 






minutes to Wall Street. Garden for sport events. shine assure you quiet rest. 
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Managing Director 
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New Lighting Changes Shoe Store 



















Two views of the bootery in Fort Smith, Ark. The top picture shows the store after 
the installation of its new lighting system, showing the big improvement made in 
the entire perspective of this shop. 


Fort SMITH, ArK.—The Bootery is 
the first and only exclusive shoe store 
in the state to be air-conditioned and 
supplied with engineered lighting. H. 
A. Small, one of the owners and man- 
ager of The Bootery, says the cost of 
installing these improvements will soon 
be met with increased business. The 
engineered lighting has greatly in- 
creased the attractive appearance of 
the store and has brought many com- 
ments from pleased customers. De- 
creased eyestrain of both the sales- 
persons and customers adds to the pos- 
sibilities of sales. 

The cool clean air of the store, com- 
pared with the torrid summer heat of 





this section, brings in many new cus- 
tomers. On one of the hottest days 
ever known here in fifty years, a man 
entered the store and saw all of the 
salesmen busy and customers waiting 
to be served. He said, “I’ve been in a 
number of retail stores this afternoon 
and this is the only place I’ve found 
people buying.” 

Another customer, a woman, said, 
“The Bootery is wonderful. I was so 
hot that I dreaded buying shoes more 
than usual. I rested and cooled off 
while waiting for a salesman and I 
actually enjoyed buying that pair of 
shoes. They still pleased me after I 
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THAT BUILDS AND 
HOLDS BUSINESS 


Here is a line that retails at the popular prices the great 
mass of men like to pay for their shoes. Nu-Matic Shoes 
are flexible, 100% nailless, correctly cushion the foot, 
and the Arch-Brace properly supports a weak arch and 
comforts the normal foot. Loyal repeat customers are a 


natural resul?. 


Catalog of men's and women's scientific patented Nu- 
Matics sent on request. Beware of imitations. 
SALESMEN: CHOICE TERRITORIES OPEN. 


Exclusively manufactured by Rohn Nu-Matie Shoe Mfg. Company, 
Milwaukee, Wis. 


512 W. Florida St., 





Note the n: ag on the arch 
visible to 
therefore 





customer's 
| Relptul selling feature. =| 
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Rolin Mu Mlalic 
CUSHIONED SHOES 





Time 


Tide 


wait for no man. Neither 
do business opportunities 
wait for the shoe manu- 
facturer who cannot 
grasp them because of 
lack of working capital. 


COMMERCIAL FACTORS 
CORPORATION 


TWO PARE AVE. 











NEW YORE 














got home, something that doesn’t often 
happen in hot weather.” 

Spending money to increase the com- 
fort of customers and employees is in 
line with the progressive policy of Mr. 
Small. He says: “The cost of operat- 
ing the new systems is not excessive, 
considering the service and satisfaction 
we get.” 


Assistant Manager of 
Selby Shoe Co. 


PorTSMOUTH, OHIO—Harry B. Bohr 
has been recently appointed assistant 
to the general manager of the Selby 
Shoe Company, N. B. Griffin. 

Mr. Bohr is well known to the shoe 
industry in the Ohio Valley, having 
been connected with the Irving Drew 
Company of Portsmouth and the Julian 
& Kokenge Company in Cincinnati. His 
last position was with the Blachford 
Shoe Company of Toronto, Canada, 
leaving there to go with Selby. His 
family has joined him in Portsmouth 
in which city he will make his home. 

Mr. Bohr’s years of experience in the 
shoe industry well qualify him for his 
new position and his many friends in 
this section joined in wishing him 
success. 


Opens New Shoe Department 


CHARLOTTE, N. C.—Al Goodman who 
is operating shoe department in Lu- 
cielles, here, is opening a new shoe 


department in Oestreichers Dept. Store 
in Salisbury, N. C., about August 20. 
This store is now being remodeled and 
when completed will be modern 
throughout with air-conditioning on 
the first and second floors. It is the 
first store in United States having a 
glass brick front. Footwear will be 
carried from $5.00 to $10.00. 

Floyd Wall will be in charge of this 
new shoe department. 


S. Ulanoff With Baker 


PITTSBURGH, PA.—Samuel Ulanoff, 
formerly with the Ideal Specialty Shoe 
Company, is now associated with the 
Baker Shce Company of Pittsburgh, 
Pa. 

Mr. Ulanoff, a veteran of 18 years 
on the road, reports that the merchants 
are preparing for a good Fall business. 


Sulkis Shoe Co. Holds 
Annual Outing 


MARLBORO, MAss.—The third annual 
outing of the Sulkis Shoe Co. was held 
Aug. 1 at Thompson’s Grove, Wilming- 
ton. Nearly 150 employees and mem- 
bers of the firm attended. The party 
left the factory in buses. 

A dinner was served at noon, fol- 
lowed by a program of sports which 
included soft ball for ‘ladies and men 
and other events. The remainder of the 
day was taken up with dancing. 


F. J. Miller Joins Friedman's 
Shoes, Inc. 


New York—F. J. Miller, formerly 
buyer at Cromer-Cassel’s in Miami, 
Florida, and more recently stylist and 
sales manager for Penczak Brothers, 
shoe manufacturers at 55 East 11th 
Street, here, has joined the firm of 
Friedman’s Shoes, Inc., 691 Ninth 
Avenue. Mr. Miller has been given 
complete charge of this organization, 
buying, merchandising and managing. 


Sandal Company Formed 


Detroit, Mico.—Milan G. Cheyo- 
vich has formed the Sandal Shoe 
Company at 525 Tennessee Avenue, to 
manufacture a line of woven sandals. 
Custom-made shoes on a local scale 
are now being made, distributed chief- 
ly through R. H. Fyfe and Company 
and J. L. Hudson Company. The com- 
pany is making both men’s and wo- 
men’s shoes. Plans call for establish- 
ment of a factory and manufacturing 
upon a national scale when capital 
is secured. 

Mr. Cheyovich was formerly in both 
the manufacturing and selling ends 
of the shoe business in Paris. The 
shoes now being made here are pro- 
duced exclusively from strips of goat 
leather, woven together, with whites 
made from kid leathers. 
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' STEWART & POTTER COMPANY, BROOKLYN, NEW YORK 


STYLE — SERVICE — FIT 


are indispensable factors in Last Making. For 













over fifty years, Stewart and Potter Company 
have maintained an acknowledged leader- 
ship in this art. 

Leading Shoe Manufacturers and Retailers 
know that shoes made over these lasts are 


foot fitters and always properly styled. 








THE LAST WORD 


UNITED 


UNITED LAST COMPANY—) 
————140 FEDERAL STREET, BOSTON, MASS,———— 


When writing advertisers please mention Boot and Shoe Recorder 
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REGIONAL JS SERVICE 
IN 







The individual and collective experience and 







facilities of these manufacturing units 








are constantly available to the Shoe Industry 









EMPIRE LAST WORKS 
ROCHESTER, N.Y 

KRENTLER BROS. CO. 
ST, LOUIS, MO. 

KRENTLER BROS. CO. 





FITZ BROS. CO. 
AUBURN, MAINE 

fT. W. GARDINER CO. 
LYNN, MASS. 

UNITED LAST CO. 
BROCKTON, MASS. MILWAUKEE, WIS. 

stewart & potrernco, THE LAST WORD ynitep tastco., tro. 


BROOKLYN, N. Y. U N | T E D MONTREAL, P. Q. 



















UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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Clnssifeed and) Nout Ad 





SALESMEN WANTED 


WANTED TO PURCHASE 


LINE WANTED 





S ALESMEN wanted to carry a popular side- 

line in the western Rocky ountain territory, 
including North and South Dakota. Address 
E-873, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 


ANTED—Salesmen with established busi- 

ness wanted to sell on straight six per cent 
commission smart and good quality line of New 
York state made Goodyear welts for Children, 
Misses and Growing Girls. Penna., Ohio, Mich. 
and other good territory open. Correspondence 
in confidence. Give references, line now carried 
and all necessary information. Address E-881, 
care Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 








W ANTED—Retail Shoe Salesmen to locate 
in Virginia. Under 30 years. Neat ap- 
pearance. perience in large high-grade shoe 
store or dep’t necessary. Apply in own hand- 
writing with references to E-882, care Boot & 
ae 3 ecorder, 239 West 39th Street, New York, 





ALESMEN—Boys’ infants’ children’s and 

misses’. To retail $1.00 and up. Several 
young aggressive salesmen who can sell a line in 
their territory where they now live and know 
their own trade personally. Straight commis- 
sion. Monthly settlements on a case-lot proposi- 
tion to big retail trade, department stores and 
chains. rite full particulars, what lines you 
are carrying, etc. Address E-884, care Boot & 
a 3 Recorder, 239 West 39th Street, New York, 





§ HOE SALESMAN for western Pennsylvania 
and West Virginia on commission basis to 
sell a fast line of women’s novelties to retail at 
$2.00 and $2.50. J. Weiss Shoe Co., Inc., 138 
West Broadway, New York, N. Y. 





SALESMAN—with well-rated accounts to sell 
line of Infants’ Pre-Welts on commission 
basis. Address E-886, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 





SALESMAN Men’s retail sample and cancella- 
tion, assist buying, thoroughly experienced, 
excellent opportunity, downtown New York. 
State details. Address E-894, care Boot & Shoe 
Recorder, 239 West 39th Street, New York, N. Y. 


X-RAY MACHINES WANTED 
Liberal offer for used X-Ray machines in good 
condition. Several needed. Write at oncé. Ad- 
dress E-883, care Boot & Shoe Recorder, 1627 
Locust St., St. Louis, Mo. 





X-Ray Machines Wanted 


Liberal offer for used X-Ray machines 
in good condition. Several needed. 
Write at once. Address E-883, care 
Boot & Shoe Recorder, 1627 Locust 
St., St. Louis, Mo. 














FOR SALE 


OLP. ESTABLISHED BUSINESS in town of 
5500 population, Western Ohio. Address 
Newcomb & Zimpfer, Wapakoneta, Ohio. 


SHOE STORE FOR SALE in Mt. Carmel, 
Pa. Address E-892, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 


S TORE FIXTURES FOR SALE—A complete 
assortment of shoe store fixtures costing 
$1,500.00 and in first-class condition is for sale; 
no consideration will be paid to dealers; this is 
a real opportunity for some good shoe merchant. 
For further particulars address E-891, care Boot 
3 = 7 ares, 239 West 39th Street, New 
ork, N. Y. 











W ANTED—A real live-wire line of $2.00 and 
'Y $3.00 popular priced women’s and growing 
irl shoes for Brooklyn, Long Island and New 
ork. Experienced 19 years on Duane St., 
. Y. Formerly with L. Fried & Sons (now 
liquidated). Can furnish you with best of 
references. Address E-885, care Boot & Shoe 
Recorder, 239 West 39th Street, New York, N. Y. 





GEN ERAL line of men’s rubber footwear and 
sneakers to carry with camp, work and 
hunting lines, for New York State, New Jers 
and Connecticut. Address E-880, care Boot 
ae * Recorder, 239 West 39th Street, New York, 





FOR LEASE 








SPACE FOR 
. LEASED SHOE DEPT. 
Springfield, Mass. 
ROOM FOR MEN’S & WOMEN’S 
Best location, very busy store. 
An exceptional opportunity. 
M. B. KENNEDY, 1341 Main St. . 
Springfield, Mass. 














WANTED TO PURCHASE 





HOE STORE— Some men’s furnishings; 
good volume; highly profitable business. Fix- 
tures and $10,000 stock; will reduce to suit 
buyer. Near large Federal project; big payroll; 
ood future. Address E-888, care Boot & Shoe 
ecorder, 239 West 39th Street, New York, N. Y. 


W E discontinued our Women Turn dep. and 

will sell very reasonable the complete outfit: 

1 Conlon Turn Sewer in perfect working condi- 

tion; complete set stock fitting machines; fitting 

room machines and last. Address E-887, care 

ost & See Recorder, 56th and Chestnut Sts., 
ila., Pa. 








HELP WANTED 





WANTED TO PURCHASE 


WANTED TO BUY—From one dozen to one 
hundred pairs lot; Nunn Bush or any grade 
high shoes. Any style. Address E-870, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 


IXTURES WANTED—Second-hand, | good 
condition, shelving, chairs, stools, mirrors, 
window fixtures, roe, wrepen counter, lino- 
leum, ete. SID EBER, JANESVILLE, 
WISCONSIN. 


W ANTED—Used X-Ray Machine in good 
condition. Must be reasonable for cash. 
Advise make, age and exact condition. Southern 
Shoe Co., Inc., 1924 Second Ave., North, Bir- 
mingham, Ala. 














DESIGNER and Stylist experienced in sandals, 
steady position, wonderful opportunity. Ad- 
dress E-889, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





Buyers of Surplus Stocks 


We will surplus or entire stocks of shoes 
from A..F. Be, jobbers or retailers. 


QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 
106 Duane St. New York 
Phone WOrth 2-5377 and 5378 








WE BUY 

Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn Bush, Ete 

IRVIN RUBIN 

“The House of Jobs”’ 

89 Reade St. Cor. Church 

Phone Barclay 7-7887 New York City 





POSITION WANTED 








EXPERT SHOE MAN wants position as 
buyer or merchandise man. 11 years’ experi- 
ence in retail shoe trade. Excellent references. 
Now employed. Address E-890, care Boot & Shoe 
peer, 239 West 39th Street, New York, 





MANAGER. Buyer, Salesman, 14 years’ ex- 
perience, popular priced shoes, 31, married. 
Address E-893, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 


CASH FOR BRANDED SHOES 


Men’s, Women’s—Factory or Retail 
Wanted: re Weta ote. "Nunn-Bush, Bos: 
tonian, Walk-Over, etc. 
BARIS SHOE COMPANY, Inc. 
79 READE STREET, NEW YORK 
Telephones WORTH 2-5180, 5181 














mum charge, 7 


address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents v 
5 cents. For all other classified advertisements the rate is 7 cents pe 
When a box number is desired twelve words should be added for the address. In all other cases each word of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. : — 
§33" Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Ge] 


per word for all undisplayed advertisements. Mini- 


r word. Minimum charge, $1.25. 
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MERCHANTS’ NEEDS 


BUSINESS OPPORTUNITY 


MERCHANTS’ NEEDS 














DISPLAY 
FIXTURES 


This ultra-modern Dis- 
play Fixture in extensible 
sizes—12” to 24” and 18” 
to 36”. Genuine Triple 
Chromium plated with 
choice of Ebony, Walnut 
or Maple trim. Tilting 
top holds a pair of men’s 
or women’s shoes. Truly 
a remarkable “buy”. 


For a limited time only 
PER 


$18.00 DOZEN 
ORDER NOW 


SEGALL & SONS 


923 ARCH ST. PHILADELPHIA 











FALL DISPLAY 
MATERIALS 


IN STOCK NOW 


Complete line of draping ma- 

terials, floorings and ribbons, es- 

pecially selected for shoe store 

window display. 

Arrow Decorating & Fixture Co. 
7 N. Fourth St., Philadelphia, Pa. 


WRITE FOR SAMPLES 

















Canadian Chain Shows 
Increased Profit 


MONTREAL, CANADA.—A further 
moderate expansion in operating profits 
combines with the maintenance of a 
strong balance sheet position, to make 
highly satisfactory the financial state- 
ment of Agnew-Surpass Shoe Stores, 
Limited, for the fiscal year ended May 
30, 1936. On the common outstanding, 
earnings were equal to 63 cents per 
share, against 66 in the preceding year, 
the moderate decline resulting from 
increased depreciation and tax provi- 
sion this year, while in the preceding 
year an item of $11,880, profit on sale 
of investments, was taken into the rev- 
enue account. Earnings on outstand- 
ing preferred equalled $12.87 per 
share. 

Operating profit at $176,391 com- 
pared with $160,853. Depreciation ab- 
sorbed $29,943, taxes $25,134, direc- 
tors’ fees $445 and miscellaneous ad- 
justments $712, leaving net profits of 
$120,151, against $123,098 a year ago, 


YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 








Dr. Pyles Foot reyes 


The ioe Remgepeble Contribution i shoe reta 
. Tuke yew Ose out of the 


rings to your custom: 
foot relief. Makes “fitting wvasier and quicker. Now is 
use by soosing shoe 
and departm stores 
throughout the. country. 














Can be operated by customer or clerk with simplicity 
operating costs less than 1¢ per hr. 


New low price—8$38.50 
Write today for Free Trial. 


VIPEDEX SALES CO. 


6936 Marconi Street, Huntington Park, Calif. 








the latter including, as noted, capital 
profit of $11,880. Preferred dividends 
absorbed $70,000, common dividend and 
bonus $48,000, leaving a surplus of 
$2,151, increased by $4,734, subsidiary 
company’s portion of dividends paid, 
to $6,885. Balance carried forward was 
$302,511. 

Balance sheet shows working cap- 
ital at $1,082,652, as compared with 
$1,095,766 a year ago. Reductions are 
shown in cash, high-grade investments 
and accounts receivable, but inventor- 
ies are substantially higher, $1,033,150 
comparing with $895,748. Total as- 
sets at $1,726,561 compare with $1,- 
700,725 a year ago. 

In his report to shareholders, pres- 
ident J. E. Warrington comments, as 
follows: 

“The properties of the company have 
been maintained in an efficient condi- 
tion, all repairs and replacements hav- 
ing been charged against operating 
revenue. A new central warehouse at 
Brantford, Ontario, was purchased 
during the year replacing the rented 
premises previously occupied. The new 
warehouse has been equipped with all 
modern conveniences for economically 
receiving, storing and shipping the 
merchandise handled by the company. 
The company also maintains a dis- 
tributing warehouse in St. John, New 
Brunswick, for the purpose of serving 
the stores located in the Maritime 
Provinces. At the factory, a new boiler 











There’s a Proven 


Way to Prevent 
“LOST SALES” 


Give your cus. 
tomers—even the <i 
“hard - to - fit” —_ ediitii pa 
shoes that fit per- 

fectly and comfortably 
and you’ve made not 
only sales but permanent 
customers. It can be 
done by making shoes 
conform to the foot... 
scientifically and _satis- 
factorily . . . with the 
DUNDE DE.- 
VICES. They’re 
inexpensive 

and simple to 

use. 


Write for 

complete de- 

tails, NOW. 

«+» « or take 

advantage of this 
SPECIAL COMBINATION OFFER 
Machine and Hand Iron Complete 


$35.00 
F.0.B. New York City 
Machine alone.........sseseeeeee by 50 
Hand Iron alone 5.00 
DUNDE RESHAPING DEVICES, Inc. 
13 East 37th St.. New York, N. Y. 























house, boiler and auxiliary equipment 
and coal bunker are presently being 
installed at a cost of approximately 
$20,000, replacing worn out equipment. 

“An additional 167 preferred shares 
of the company were purchased during 
the year, making a total of 638 shares 
now held by your subsidiary company, 
thereby increasing the equity behind 
the common stock to that extent. 

“Federal, provincial and municipal 
taxation has increased again during 
the past year, thereby adding further 
to the cost of merchandise to the con- 
sumer and absorbing an ever-increas- 
ing portion of profits. The ever-mount- 
ing burden of taxation together with 
the clerical work required in connection 
therewith is not without its problems 
and difficulties to the management of 
this and other businesses. 

“Four new stores were opened dur- 
ing the year, making a total of 67 
stores in operation as of May 30, last, 
all of which are located in each of the 
provinces in central and eastern Can- 
ada. The management would appre- 
ciate the co-operation of our sharehold- 
ers in patronizing their stores for their 
footwear requirements, and other as- 
sistance they may be able to render 
towards increasing the company’s 
business.” 
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Improved Shoe Business 
in Auburn 


AUBURN, Me.—Auburn shoe business 
moves forward. For the first time in 
several years Auburn shoe manufac- 
turers predict a steady Fall season, if 
labor conditions and the market con- 
tinue as at present. 

A continued production run on suede 
shoes in various colors has been the 
season’s biggest item. Prospects are 
that another production run is due on 
staple leathers, black kid and calf. This 
would result in further business spurt 
and enlarged production. 

Between five and six thousand per- 
sons are employed in Auburn’s shoe 
factories. The average retail grade is 
$3, but some factories are now making 
better grade shoes to sell at retail for 
$5 to $6.50. 

This is Auburn’s 100th year of shoe- 
making. Although no celebration or 
centennial is planned, Auburn people 
regard improved business as sufficient 
reward for 100 years of shoemaking in 
Auburn. 


Retailers Hold Bright 
Fall Outlook 


DayTON, OHI0.—Prospects are bright 
for a heavy retail buying trend this 
Fall in this city, according to Brooks 
H. Harmon, secretary of the Dayton 
Retail Merchants Association, who in- 
dicated that local merchants are hold- 
ing such an opinion and are stocking 
up to meet the anticipated demand. 

Despite the fact that National Cash 
Register Company, Frigidaire Corpora- 
tion and other large plants have been 
closed for the annual two weeks vaca- 
tion period, retail sales are remaining 
steady, Mr. Harmon indicated. Sep- 
tember will come back strong and the 
month should show a substantial in- 
crease over the same period of a year 
ago. 

Although statistics for July have not 
yet been compiled, retail sales have 
shown an increase in Dayton of 15.13 
per cent for the first six months of the 
current year, as compared with 1935. 
The month of June alone produced an 
increase of 29.22 per cent over June, 
1935. July will also show an increase, 
Harmon asserted. 


Good Business at Daly Factory 


Be.FasT, Me.—Business is booming 
at the shoe factory of Daly Brothers. 
Charles G. Swenson, the superinten- 
dent, says that the output of the plant 
has been 325 dozen pairs a day, which 
is the limit for the present crew with 
the equipment at hand and a five-day 
week schedule. 

It has become necessary to increase 
production to 350 dozen pairs a day to 
keep up with the orders on hand, and 
he is working the regular crew Satur- 
day. 

Mr. Swenson estimates that the pres- 
ent volume of work will continue 
through the Summer months and pos- 
sibly longer. 
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BOOTS AND SHOES 
BROWN SHOE COMPANY, St. Louis, Mo........ 2.0... c eee cece cece cece cece eee 24, 25 
BROOKS SHOE MFG. CO., Philadelphia, Pa.... 2.2.02... 06. ce cc cece cece nc ee eee 52 
CAMBRIDGE RUBBER CO., Cambridge, Mass............. 2.200.000 ee cece eee 30, 31 
CENTRAL SHOE COMPANY, St. Louis, Mo... .. 0.0.6.0. cece ccc cece ec cee eeeeueens 40 
CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass................2000.0.. cece 52 
COLT-CROMWELL CO., New York City. ........0.00 0. ccc cece cece cee eeceaenes 58 
CONNELL, J. M., SHOE CO., S. Braintree, Mass. .... 2... ee ccc cece nee 58 
GRAM, Fu S., Severe Gen mocwester NL Yi. 6. esi ieee ccc ees 54 
ENDICOTT-JOHNSON CORP., Endicott, N. Y.......... 0.0000 ccc cece cece cee ceeees 2,3 
SE as ie GUNN ONO. ce cdc ese cchcccccecccevccncecvieccuctvel 3 
KIRKENDALL BOOT CO., Omaha, Neb............0.. 00. ccc ccc cece cece c cee eecuuees 58 
CUPID Bite tats PI, MO. ow oni ccc cece ccc te nc eccccedececcs 56 
MANFIELD & SONS, Philadelphia, Pa... 26... cc ccc eee cece cee eceeveeeunes 58 
MIDWEST SLIPPER MFG. CO., Chicago, Ill... 0.0.0.0... cece cece eee ee eee 52 
SI I Ms I kee ccc eccedecncccecuccecvccedulceetsse 54 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass..............0 000. cc cee ceees 54 
WAUIGTI, PUI Mts COMIN Wilss ic ccc cece ccs cope cdeccevccccece pine eeeswin et 5 
NUNN, BUSH SHOE CO., Milwaukee, Wis................. 00... ce eee eee Front Cover 
O'DONNELL SHOE CO., Humboldt, Tenn.......... cc cece cece cee eeeceeucues 54 
ROBERTS, JOHNSON & RAND, St. Louis, Mo.. 0.0.20... 000. c cece cece cece ce eeees 37 
ROHN SHOE MFG. CO., Milwaukee, Wis............. 0 cc cece cee cece ee ceeeeuceus 59 
ROVICK THEATRICAL SHOE CO., Chicago, Ill....... 00... ccc ce eee cee cece aee 52 
SHERWOOD SHOE COMPANY, Rochester, N. Y.... 0.0.00... 0c cece e eee cece aes 51 
SWAN SHOE COMPANY, INC., Baltimore, Md.... 02.0.0... ccc ccc cee cece ee ceuees 4\ 
VAUGHAN-TOWLE CO., Wakefield, Mass........ 0.0.00... cee ccce ec eeceeeeeeeuee 56 
WINTHROP SHOE COMPANY, St. Louis, Mo........... 0... cece cece ee eee cece 10 
LEATHER AND OTHER MATERIALS 
ALLIED KID CO.—New Castle Div., New York City... 0.0... cc cece eee cece eee ceuees I 
BARBOUR WELTING CO., Brockton, Mass........... 00... ccc cecceccecaceee 42, 45, 50 
COLONIAL TANNING CO., Boston, Mass..............ccccccececcccececeececuces 4 
ENGLAND WALTON CO., Boston, Mass... ... 0:0... 2c ccc ccc cece cecececccwecas 49 
INE ONT Mec ME Ma, CRIMI TL, hee coe oe sv t.ajs bie dete e cmecnsaeeseeecseneae'’s 6, 7 
GALLUN, A. F., & SONS CORP., Milwaukee, Wis... . 2.0.0.0... cc cee cece ee cece eens 33 
GOODYEAR TIRE & RUBBER CO., Akron, O....... ccc ccc ccc ccc cee cee cee eee eeees 23 
LAWRENCE, A. C., LEATHER CO., Peabody, Mass............. 0... cece cee cece 48 
LIMA CORD SOLE & HEEL CO., Lima, O..... 0... ccc ccc ccc ce cence wees 3rd Cover 
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KAL STEN-IKS 


High Quality is appreciated by your 
patrons who make your store a profit- 
able service institution. Our agencies 
and their customers, the consumers, 
find this to be true with Kali-Sten-Iks 
Shoes. Thus, their longer wear and 
their better fitting of growing feet 
quickly appeal to the mothers, and 
loyal customers is the natural result. 


Line with its Outstanding Features (4 a Capital fisiet per Your Store 


Quality, plus the exclusive features for 
which Kali-Sten-Iks are famous, is the 
basis of so many merchants telling us 
that as a line .. . across the board ... 
they are a Capital Asset for their 
stores. And, our fast in-stock service 
makes all the easier the building up of 
a long list of Loyal Customers. If in- 
terested in grading up, write us. 


THE GILBERT SHOE CO., THIENSVILLE, WISCONSIN 
New York: 541 Marbridge Bldg. 





Y" ont Susy, 
fu, 


Los Angeles: Hayward Hotel 


Gai oy a @1O1@) On a ov ol ov.uen en 
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Fit Fall, ids 
COLONIAL 


258 BROWN 


famous Jango Famp 
+ 











To put their Tango Pump in perfect 

harmony with the dominant color note of 
autumn, Brauer Brothers merely flipped a 
finger to No. 258 in the Colonial swatch 
book of superb patent leathers—in Color 

Colonial Patent is superlatively fine leather to begin with. 
Highly specialized tannage insures better working quality and 
uniformly fine grain . . . Plus a mirror-like finish that endures as long as 
the shoe is worn . . . Plus a choice of suitable shades without equal in the 


industry. Colonial Tanning Company, Boston, Massachusetts. 


col@liat 


MERIT HAS MADE IT THE WORLD’S LARGEST SELLING PATENT LEATHER 
When writing advertisers please mention Boot and Shoe Recorder 
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give him Happy Heels 


eae cee eer ak aly Bd ee i eee . 
Re See aan Susseer es ake? I eam wee 











There are no lounge chairs in grocery stores. Clerks 
















stand up. Try standing up for a ten-hour stretch in your 

neighborhood store. Then you'll know what Spaulding 

Counters do for you, and you’ll know why people prefer shoes 
made with them. They support you properly. They fit. They 
hold their shape. They prevent shoes from sagging and 
bulging; they keep the twist out of backseams. They 
do all this—at a very small cost. They'll do all this for 


your customers, too. See how this sentence rings true by 





saying it aloud, “My shoes will be better shoes if I specify 
WITH SPAULDING COUNTERS.” 


Jioutees 


“Made in North Rochester, N. H. 





















NO OTHER PART OF THE SHOE MEANS $O MUCH... AND COSTS $O LITTLE 
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5860—Gun Metal Blucher, 
oak sole, rubber heel. 


(Welt) Sizes 1/6, 
Width D .....$1.50 
§860!4—Same in Little 
Gents. Sizes 
9/13'/9, Width E. 

$1.37, 


6627—Gun Metal Bal, wing 
tip, leather sole and 
heel. (McKay) Sizes 
/ $1.50 


6517—Gun Metal Blucher, 
composition sole, 
leather heel and 
plate. Meee Sizes 
1/6. . $1.37, 
t-Same. in Little 
ents. Sizes 
9 13>. 8 $1.25 
6515—Same with Rubber 
Heel. Sizes 1/6. $1.35 
6515'/4—Same with Rubber 
Heel. Sizes HA) 13/. 

1.22 





ENDICOTT -JOHNSON]# 




































6201—Black Calfskin Bal, 
cord vamp, oak sole, 
9/8 leather heel. 
(Welt) Sizes 1/6, 
Width B, C, D.$2.00 


6202—Same with wing tip. 


5702—Gun Metal Bal, cord 
vamp, composition 
sole, 9/8 rubber heel. 
(Welt) Sizes 1/6, 
Width D ...$1.424/ 


5701—Same with wing tip. 


6535—Gun Metal Bal, wing 
tip, composition sole, 

9/8 rubber heel. 
(McKay) Sizes 1/6. 

$1.30 


6548—Same with cord vamp. 


5863—Gun Metal Bal, oak 
sole, rubber heel. 
(Welt) Sizes 1/6, 
Width D .....$1.50 


5864—Same in Tan. 


6207—Cherry Rosinized 
Calfskin Blucher, fuil 
double linol oak sole 

and heel. (Welt) 

~_ 1/6, Width C, 
CpneeoRs $2.00 













the Junior Gentlemen 


THESE young fellows are as fussy about their shoes as their 
older brothers. They look for the lines and little flourishes that 
will make their footwear just as smart as the man-about-town’s. 


In selling E-J's to the young man of today, you are selling him 
more than merely the good looking shoes he wants. You are 
selling him many long months of comfortable Wear. He'll be 
kicking a football around one minute...tearing off somewheres 
the next. And these E-J’s are the sturdy, strong, well-built shoes 
these youngsters need. 


Carry this line of good looking long wearers. You'll sell your 
young customer a shoe hell kick and scuff around. And still 
look slick enough to see his best girl in. These E-J's are all 
In-Stock—ready for an active season of active young men! 





IN-STOCK 


| 


Ca ) d 
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~ AMERICAN LEATHER 
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Split Seconds 


decide who gets the business... 


‘YOUR STORE OR YOUR COMPETITOR’S 


POTENTIAL shoe customer 

walks down the street. He needs 
shoes. He’s going to buy. He sees 
your store. And in a split second, he 
decides whether he'll come in and 
patronize you, or seek further for a 
more inviting store. 

Your store front makes the differ- 
ence. If it’s modern, attractive, 
inviting, you'll probably get the 
decision. If it’s a little old-fashioned, 
down-at-the-heels, the chances are 
your competitor makes the sale. Such 
split second decisions are not the 
exception ... they’re the rule. Your 


store’s exterior appearance gains or 
loses business for you every day. 

So be sure these split second choices 
swing your way. Remodel your store 
with a business-drawing Pittco Store 
Front. Our staff of store front ex- 
perts will gladly cooperate with you 
and your architect in planning a front 


Schlueter’s Shoe Store in Belleville, Ill., as 
the property looked before and after being 
remodeled with a new Pittco Store Front. 
Remodel your store with a Pittco Front... 
and giveit the appeal that wins split sec- 
ond decisions from prospective customers. 


suitable to your needs and means. 
PITTSBURGH TIME PAYMENT PLAN 


Take up to 2 years to pay for your 
new Pittco Front. Merely pay 20% 
down, and then settle the balance in 
easy monthly installments at low 


F. H. A. rates. 


Pittsburgh Plate Glass Company, 

2307B Grant Building, Pittsburgh, Pa. : 
Please send me, without obligation, your new : 

book entitled “How Modern Store Fronts Work: 

Profit Magic.” ; 


: Name 





Street 


City. 





State 








I am ( am not [ interested in the Pittsburgh 
Time Payment Plan. : 
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WHERE STRENGTH AND 
STURDY CONSTRUCTION 
ARE ESSENTIAL . . . 


Experienced manufacturers and retailers 
know the importance of strength and rigid- 
ity in shank construction and wood heel 
attaching. 





Based upon sound shoemaking principles, 
Unishank and G/C Wood Heel Screw 
Attaching combine to promote security to 
the finished shoe. These thoroughly tested 
methods add strength, increased durability, 
and comfort to the shoe throughout its life. 














UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
When writing advertisers please mention Boot and Shoe Recorder 
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Headed your way 
with a fine new line of 


Once again the Ball-Band salesman is on his way 
to see you, and when he arrives, he’ll show you 
the finest line of sport shoes that ever carried 
the Red Ball trade-mark. Every pair has the eye 
and foot appeal that brings business and builds 
profits. Every pair is built to the high standards 
which Ball-Band has maintained for 48 years. 
You will certainly want to wait and see this new 
line. 


SPORT 


SHOES 


Then, too, the Ball-Band salesman will have good 
news for you about the prospects for a lively 
fall and winter business in Ball-Band rubber foot- 
wear. It will pay you to be prepared to offer 
your trade the best fall and winter line Ball- 
Band has ever put out. 


Yes, the Ball-Band salesman is speeding your 
way, but if you want the latest news right away, 
write us. 


MISHAWAKA RUBBER & WOOLEN MFG. CO. 
280 Water Street, Mishawaka, Indiana 


M_ Ket 4 ee te 4 fle FA 
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Modern welts (those made by the Compo technique) are well fitted to 
battle the strain and stress of modern living. Women find that Compo 
Welded Welts feel better and fit better . . that they stand up and hold 
their shape. Smooth . . flexible . . light .. so many adjectives describe 
them! But the best descriptive phrase is this: production and sales figures 
have heen going up . . and up. It’s double-quick march for those who 
wear Compo Shoes. Yes, and double-quick sales for those who make and 
sell them. Compo Shoe Machinery Corporation, Boston, Massachusetts. 


Gm 


WELDED WELTS 


In the first seven months of this year more Compo 
Shoes were made than in any previous period. 
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